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PROMINENT BUYERS ELT 
“Wealth Shoe Sclling i uv Yong 


be Diora fone Hour Ou!” 





IT DOESN'T SEEM 
POSSIBLE THAT SUCH 


LIGHT BEAUTIFUL SHOES 


COULD ACTUALLY HAVE 
3 EXTRA COMFORT 
FEATURES 


OHNSON, Stephens and Shinkle 

have designed a new kind of shoe 
for women, called Rhythm Step. Im- 
portant innovations have made it pos- 
sible to combine an unmistakable 
advance in styling with a distinct 
contribution to foot comfort. 


Many well-known shoe buyers have 
already predicted that these advances 
are sufficient to change the course of 
health shoe selling abruptly. 
Merchandising plans to introduce this 
new shoe are such that the Rhythm 
Step principle will be known to mil- 
lions of women almost over night. 
Wait for the Johnson, Stephens and 
Shinkle salesman. 


JOHNSON, STEPHENS & SHINKLE 


SHOE COMPANY 
ST. LOUIS, MO. 


To Retail at 


622 
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VOICE OF THE TRADE 
ae 


PROSPERITY CLUB—“In Shoes 
We Trust.” This chain was started 
in the hope of bringing prosperity 
to you and to all shoe merchants. 
Make five copies of this letter, leav- 
ing off the top name and adding 
your name and address at the bot- 
tom of the list. Send these letters 
to five retail merchants. In omit- 
ting the top name, send that person 
an idea as a donation. Here it is: 


Don’t start Summer clearance 
sales until after the 4th of July, for 
if you have faith in your craft and 
this chain is not broken, every mer- 
chant in every community will be- 
come prosperous by getting regular 
business in regular season. 

If you fail to follow this advice, 
you will lose money, prestige, hope 
and happiness. In return, as your 
name reaches the top of the list, 
you should receive 15,625 letters. 

Now is this worth trying? At 
least it will serve the purpose of 
putting good business practice into 
circulation. 

Have the faith your friend has 
and this chain will not be broken. 


* *% * 


RECENT check-up made by T. 

Delany, secretary-treasurer of 
the National Shoe Travelers’ Asso- 
ciation, shows that there are more 
shoe travelers on the road now than 
there were this time last year; that 
they are doing a uniformly better 


business on better grade shoes; that 
Fall buying got under way earlier 
than usual; that initial orders are 
larger; and, in some instances, at 
least, that increases in initial orders 
are being received. This condition, 
he reports, while country-wide, is 
more marked in the South and the 
West. Many travelers, he finds, 
having returned to their factories 
with sizeable orders for early Fall 
footwear, .are now out again with 
lines not expected to be on sale at 
retail before late in the Fall. 
“These,” comments Mr. Delany, 
“happen to be facts. You can 
draw your own conclusions. Mine 
are that people generally are well 
over their fright; that more of them 
are again employed; that they have 
money to spend and are going to 
spend it.” 


*% * * 


HIRAM T. GORDON, vice-presi- 
dent and general factory superin- 
tendent of the Walker T. Dickerson 
Company of Columbus, Ohio, as a 
lad came from the land of moon- 
shine and hill-billies to work at 
thirty-eight cents a day in the heel 
department of a Western shoe 
factory. 


Me's AN AT iT IT 


He early acquired a factory repu- 
tation as a natural-born mechanic. 
It wasn’t long before he had made 
and patented a press pad to lay the 
flaps of Louis heels. It worked like 


Page I! 


a charm and cut production costs. 
Then he helped invent a heel seat 
fitting machine. 

Now, in Columbus, he invents a 
process which makes loose chan- 
nels stay put. This channeling 
process performs at least three 
operations simultaneously — chan- 
neling, shank-pressing and leveling. 

So, you see, invention goes on, 
and practical shoe men make more 
perfect the product. 


ARTHUR JACOBY writes from 
Berlin: 

“We are still having our store 
meetings every week and here is 
one of our most successful ideas: 
At the first store meeting in each 
new season, each sales person 
names one model which she believes 
will be the best seller for the com- 
ing season. This is our ‘tipping’ 
model idea. A _ substantial cash 
award is made, when the results 
are published at the end of a par- 
ticular season, to those who make 
the best selections in the light of 
final sales records. 

“It was amazing to discover that 
in the styles ‘tipped’ for Spring we 
found not less than six repeats 
against nine new styles. Consider- 
ing that the force is always keen 
for the shoes which have just come 
in, and considering that we tell 
the staff most enthusiastically the 
selling points of the new styles, we 





find some lesson in their preference 
for the six repeat numbers. 

“What might be the result of an 
equal contest in American high- 


class stores?” 
* ca a 


THE nickel test. In fitting high- 
heeled shoes to models, some 
makers slip a five-cent piece under 
the back of the heel lift, and then 
take a look to see if the shoes gape 
at the sides. 

The idea in this is that the breast 
line of the heel should tread more 
firmly than the back line of the heel. 
This works especially well on plain 
pumps. When the tread is chiefly 
on the breast line, the sides of the 
pump draw taut to the foot, and 
the top line does not gape. 


* w * 


PROMOTE pedal mileage. — One 
way to increase the consumption of 
shoes is to increase pedal mileage. 
Maybe it would be simpler to say 
that the sale and use of shoes would 
increase if folks walked more. 

Some say that cannot be done. 
It’s the nature of the two-footed 
“critter” to walk no more than he 
can help. Some overcome that na- 
ture. But that’s another story. 


Yet pedal mileage is increasing. 
Look at the miles and miles that 
golfers tramp or that dancers 
dance. And tennis and other games 
increase the foot work. Promote 
hiking for footwear and fellowship. 

Now if somebody would get up 
a new variety of footwork he would 
start folks to wearing more leather, 
and also more kinds of shoes—like 
they’ve taken to wearing of golf 
shoes, tennis shoes, baseball shoes, 
ets. . 

Sometimes these ideas just spring 
up, sort of spontaneously. They’re 
not invented, nor planned. They 
just bob up, and first thing the shoe 
man knows some of his customers 
are calling for a new type of foot- 
wear. 

In some ways, it looks as if in- 


4 


BOOT AND SHOE RECORDER, May 18, 





A WORD ABOUT 
FLYING 


—I travel mostly by air. 

—There occurred recently an un- 
fortunate airplane crash in a 
mid-western state. 

—My friends said: "This should 
be a warning to you. Airplane 
traveling is very risky." 

—In the same issue of the news- 
paper containing the account 
of this accident was a less con- 
spicuously displayed news item. 

—lIt read: 

"Point Barrow, Alaska, The Arctic 
region's infl pidemic, which al- 
ready has taken a toll of eleven lives, 
spread to another isolated settle- 
ment today as this community await- 
ed arrival of p ia vaccine by 
plane. 

“Pilot Jerry Jones, flying the vaccine 
from Fairbanks by way of Kotzebue, 
400 miles away, was due today with 
Dr. F. B. Gillespie and Mrs. Eugene 
Brown, a nurse, both of Fairbanks. 
There have been 300 cases reported 
here." 

—Human beings are fallible; so 
are all the inventions of human 
beings. 

—Automobile accidents occur 
every minute in the hour; rail- 
road wrecks and sea disasters 
are more than frequent; thou- 
sands of people are burned to 
death every year. 

—Aviation is here to stay. 

—The modern plane is a marvel of 
scientific construction and ac- 
curacy; the modern pilot is a 
marvel man, a credit to the 
human race. 

—I'll venture the prophecy that 
the greatest scientific progress 
of the next decade will be in 
connection with aviation. 

—I'm planning a passenger flight 
to Europe, when, as and if. 

—Flying isn't nearly as risky as try- 
ing to beat the traffic lights at 
Times Square. 


S nit Tos hits 


President 
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creasing the sale and use of shoes 
is adding to the ways of wearing 


shoes. 
* x * 


FRASER M. MOFFAT, president 
of the Tanners’ Council of America, 
said at the Spring meeting of the 
Council, May 1: 

“A law is as good as the public 
opinion supporting it. Unques- 
tionably greater health has come to 
us and to our customers through 
such support as has been given to 
the ideals expressed by the National 
Industrial Recovery Act. Too little 
weight has been given and is being 
given to the human factor. The 
Act proceeded on a presumption 
which is not a sound premise. But 
that does not mean that it is too 
late to remedy the difficulties which 
we are now encountering, nor does 
it mean wholesale condemnation of 
the Act, but rather constructive 
criticism. A fly without experience 
tries to go through a pane of glass. 
When he is older he finds that 
glass, which he did not see, bumps 
his head and hurts it—his goal is 
far away and there are unexpected 
obstacles. The goal remains.” 





Dr. EVELYN RYAN MURPHY, 
a most active lady chiropodist in 
Brockton, Mass., led a “Perfect 
Foot Contest” into more newspaper 
publicity than has ever been de- 
veloped through the press, through 
the radio, through the theater. 
Several hundred local and district 
contestants were reduced to nine 
finalists and Miss Dorothy Sim- 
mons won. 

Dr. Murphy says: “Although her 
measurements were not perfect, it 
was the best of the four hundred 
we examined. We had women from 
twelve to sixty who were proud of 
their feet and the final winner had 
near perfection in measurements, 
contour, foot rest, weight bearing, 
arches, skin, nails and the general 
posture.” 
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Rutu TOMLINSON, M.B.E., Sec- 
retary of the National Institute of 
the Boot and Shoe Industry of 
Great Britain, in a recent address 
made in England, stated: 


“Three manufacturers in the 
United States produce annually a 
quantity of shoes which is not far 
short of the total output of the 
United Kingdom.” 

But that point of efficient pro- 
duction wasn’t the main subject. 
The basic topic was: “There is a 
growing need for more technical 
education in the shoe trade in the 
United States as well as in England. 
Shoe trade research in America 
doesn’t appear to be so advanced 
from the trade point of view as in 
England. There appears to be no 
cooperative research in America. 
This appears to be definitely a 
point in favor of the British manu- 
facturer. In spite of the fact that 
America has a larger output, some- 
thing like 350,000,000 pairs a year, 
American producers seem to be be- 
hind the times in neglecting such 
an important piece of cooperative 


work.” 
* * ¢ 


“ul 

WHEN I realized that there 
fifty-five shoe stocks in San Diego 
and when I saw the tremendous 
number of popular priced shoe 
stores, I felt that my only way to 
keep in business would be to stick 
to famous shoe names. If all 
people lose ‘sense of quality’ and 
‘pride of possession,’ we might just 
as well live in Russia.” Then Rus- 
sell Williams told how he takes a 
pride in all the shoes in his store, 
how he takes a keen pride in the 
shoes in his window and instills that 
same pride in his boys so that they 
will handle and think of the shoes 


they sell as works of art. 


* * * 


ct 

Waar a wonderful time the 
‘imitators’ did have for a few years 
in making cheap shoes look like 
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good shoes,” said W. L. Dickey, 
shoe buyer at Lichtenstein’s, Corpus 
Christi, Texas. “They would put 
anything into the shoes and hide it, 
take something out of the soles, 
counters and linings, then try to 
make the buyers think they were 
getting decent shoes at low prices 
and thus ruin their trade by offer- 
ing this junk to their customers. 
Very few buyers did fall for that 
line of argument. The majority of 
them did not. And today they are 
able to face their trade fearlessly.” 


* * * 


F ROM a nickel to a dollar a foot 
is the range of prices of leather 
for shoes, and there are instances 
in which both the high and the low 
are exceeded. 

For a nickel, one may obtain a 
foot of sheep for lining shoes, for 
a. dime—a foot of split cowhide for 
work shoes; for 25 cents to 50 cents, 
a foot of calf or kid or suede, and 
for 50 to 75 cents, a foot of fine 
calf or kid. From 75 cents to a 
$1 and more, a foot of gold kid 
or other extra fine leather. 

Between the nickel and the dol- 
lar there are a hundred and one 
prices, the amount of the price de- 
pending upon the strength of the 
fibre, the fineness of the finish or 
the excellence of the color; also 
the cutting value of the leather. 
Furthermore, the price is often 
pretty much dependent upon the 





style of the leather, whether it’s 
much in demand or little. 


* * * 


THE success of National Foot 


Health Week in America prompts 
the Shoe and Leather News of 
London to suggest that a concerted 
program should be arranged for a 
similar special week for footwear 
display in England, under the aus- 
pices of existing trade organiza- 
tions. 

The story of American Foot 
Health Week campaign in that pub- 
lication tells of the basic reasons 
for a cooperative effort in behalf 
of welfare of the feet. 


* * * 


“THE success of the independent 
shoe retailer depends on how well 
he plays up the better grades, 
especially in the larger towns,” says 
W. E. Secombe, proprietor of the 
Lewis Shoe Company in San Diego, 
Calif. “The average owner has 
more or less beat himself on price, 
especially when he sees so many 
women going into chains to buy 
three to four dollar shoes. He does 
not seem to realize that women still 
admire a beautiful shoe and will 
pay a fair price for it. I figure that 
eighty pairs of shoes sold today 
represent as many dollars as a hun- 
dred pairs sold a year ago, which 
is a good indication of how the 
people are trading up.” 











oh 


Clerk:—There's some mistake, Sir. Do you mind returning those shoes? 
They belong to the man who sat next to you.” 








Beach Fashions of 1935 


Now come the shoes for beach 
wear. Not bathing shoes, in the old meaning of the 
term, but shoes for those who parade up and down 
the beach. 

Beach shoes for the great Undress Parade. 

At all the Southern California beaches it is quite 
the thing for the girls to get all made up—put on the 
least permissible amount of beach attire, then parade 
up and down the beach. 

Shoes are necessary for protection on the hot sands. 

Shoes are necessary, too, for the added color accent 
considered es- 
sential. But they 
never get wet. 
Painted toenails 
to match what 
there is of the 
bathing suit stil 
continue amon 
younger girls. 


|. The new ring low 

heel sandal, made 

of Mexican plaids in all sorts 

of bright color combinations, 

typical of the republic to the 
south. 


2. Another idea from Mexico, 
this one of peasant ancestry, 
developed in all the 
high colors in kid 
and patent leathers. 


3. This crepe sole 

shoe is made soiely 

for beach wear, but 

many wear a pair 

riding from the home 
to the shore. 


4. Cork soles and 
wide cork heels are 
strictly for beach 
wear. This one of a 
Lastex mesh fabric, en- 
livened by leather thongs. 


ts 


JOAN CRAWFORD, M. G. M. STAR 


Tuis year’s beach fashions are all 
new in every particular. 

Tahitian suits, very brief as to trunks; little flowered 
brassieres, very colorful; shoes with big heels, so they 
won’t sink in the sand. 

Mexican peasant suits, also brief, with the addition 
of big hats. An unusual background of bright blue 
and green flowers. Mexican peasant shoes, of cour-e, 
in all colors and combinations of colors. 

Bathing suits more form-fitting than ever before in 
such bright colors as dusty pink, blue, bright red, 
yellow and the pastels. White has been entirely 'e- 
placed by dusty pink, blue and desert shades. 

Plain suits are very popular in the bright colors. 
While sun tanning is more in vogue, large hats ‘or 
parade purposes are seen everywhere. 








5. A Parade shoe which will overlar 

in the very informal category. Made 

in natural dyable linen, as well as all 

high colors, leather sole and wood 
covered heel. 


6. Something new. The Wrap- 
around. Made of fabrics, linens 
as well as the season's newest ma- 
terial, Jersey cloth. Comes in 
multi colors as well as the solids. 


7. Another variation of the cork 

sole and heel. Note the South 

Sea flavor of the net Lastex 
vamps and rope fastenings. 


8. This Ring Sandal comes in a 
riot of colorings and is chosen by 
the girl who does her parading in 
a swim suit. Then it is a qood 
shoe for informal partying. 


Out of all this splurge of color, first at Palm Springs 
and then at the beaches, comes this patent fact—a girl 
can no longer get along with one beach outfit, she 
must have several. Even girls of modest means have 
two to four outfits for Summer wear. That’s what high 
styling does. 

Most California girls feel that they need a Mexican 
outfit; one reflecting the South Sea Islands; a rubber 


Seen on the Sands 





suit and a classic Maillot. This means, too, many 
pairs of shoes, for shoes together with the sea shell 
or wood neck ornaments are needed for added color. 
Palm Springs had a tremendous season this year. 
Here the new conceits in footwear for promenade or 
parade wear got their first tryouts, a circumstance of 

which many California stores took full advantage. 
[TURN TO PAGE 34, PLEASE] 


of Sunny California 


JEAN 
PARKER 
M. 6. M. 
PLAYER 
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SHOES tor 


And why the retail shoe store is the 
distribution. With over 20,000,000 peo 





Wee 


The first of a series of articles dealing with 
various phases of the relief shoe problem. 
The second article will appear in an early issue. 


H OW relief shoes are to be distributed to the unem 
ployed, and to individuals and families receiving public 
aid, is becoming more and more a matter of live in- 
terest to shoe merchants in many communities. It is a 
subject that has received the thoughtful consideration 
of merchants and public officials and in some places 
has been the subject of considerable controversy. Out 
of the discussion that has taken place a number of 
successful plans have emerged. 

Newark, N. J., for example, has worked out a care- 
fully arranged system to take care of relief shoe dis- 
tribution through shoe stores, with a set of rules and 
regulations governing the procedure. Buffalo has 
worked out another plan, which has been operating so 
successfully that shoe retailers of Rochester have peti- 
tioned the city government to put the Buffalo plan in 
operation there. Their plea has resulted in the appoint- 
ment of a special committee by City Manager Harold 
Baker to investigate the proposal. 

The subject has been up for consideration in possibly 
a score of other cities, one of the most recent develop- 
ments being the adoption of an unusually well-thought- 
out plan for Lucas County, Ohio, which includes the 
city of Toledo. A complete summary of the Toledo 
plan is to be published in a subsequent article of this 


series. 


® 


is of live interest to shoe men. 
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Broadly speaking, there are two ways in which relief 
shoes can be distributed. They can be given direct to 
those who are in need of them by the welfare agency 
of the city, county or other administrative unit, in 
which case they are bought at wholesale by the agency 
from manufacturers or wholesalers, or 

They can be distributed through retail shoe stores, 
the persons to whom they are entitled receiving from 
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the NEEDY 


sound and logical channel for their 
ple estimated “on relief,” the subject 


= HELP 
WANTE? 


CUTTERS 
LASTERS 
STITCHERS 


FINISHERS || 

















If large scale expendi- 
tures for relief are to 
be justified, the money 
should be spent in ways 
that will increase em- 
ployment and promote 
recovery all along the 
line. 


Photo inset at left shows 2500 pairs of shoes:'donated by 
Benjamin W. Klein, of D. W. Klein, Inc., to the Clothing 
Relief Division of New York's Unemployment Relief Com- 
mittee in the early part of the depression. Private con- 
tributions formed the principal source of supply for relief 
shoes in those days, but are no longer adequate to meet 


N 


the relief agency either the money with which to pur- 
chase them or a credit slip or certificate redeemable for 
merchandise at the shoe store. 

Naturally retail shoe merchants, or the great ma- 
jority of them, are in favor of the latter method. They 
feel that shoes should be distributed to the needy 
through the regular channels of retail distribution, 
namely, the shoe stores. Self-interest would naturally 


\\ 


the requirements of the situation. 


prompt them to take this position. But obviously, in 
an emergency of this kind, the self-interest of any 
group of citizens, engaged in a certain line of business 
for a profit, cannot govern the policies of public au- 
thorities in a matter of social welfare, such as the 
distribution of merchandise for relief purposes. It is 
a matter in which first consideration must be given to 
the unfortunates whose situation is such that they are 
compelled to ask for public relief, and to the govern- 
ment, whose interests must be considered because they 
represent the interests of all of the people of the com- 
munity. [TURN TO PAGE 34, PLEASE] 
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FALL SHOES 


with three speeds in 
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GET UNDER WAY By 


RUTH HARRINGTON 


heels and twelve leading chassis types 


Tuis Fall the shoe retailer’s most 
important problem is how best to 
balance his stock by heel heights. 
Last year—and all the other years 
before—patterns were the primary 
consideration. Now they take sec- 
ond place to the question of the 
heel. The shoe buyer realizes that 
it will take three groups of heel 
heights to run a shoe store this 
season—low, medium and high, 
just as it takes three gears to op- 
erate a car! 


He must have flats for his smart 
young customers .. . and for the 
older women, too, who rejoice in 
the return of the low heel. He 
must have high heels for the 
women who cling to this flatter- 
ing silhouette. He must have me- 
dium heels for customers who will 
go half way and no further! 





Just what the relative propor- 
tions of shoes in these three 
groups will be depends on the 
character of his clientele and the 
acceptance of the low heel fash- 
ion in his community. There is 
no question that the high heel is 
still the leader—the low heel the 
least important as far as volume 
goes. But you must have all three 
speeds to go places this season! 








To get on to patterns—the chas- 
sis of the shoe. The white out- 
lines in these panels represent 
twelve new basic pattern themes 
in daytime shoes. Any one of 
these can be centered on all three 
groups of heel heights. 


These are the outstanding new 
notes as projected in the Styles 
Conference Report. The detail 
drawings each indicate a develop- 
ment of this basic theme in the 
styling of an actual model. We 
have omitted six minor types in 
new outlines suggested by the 
Style Report. These are the 

[TURN TO PAGE 36, PLEASE] 
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WHAT The SHOE ADS 
ARE SAYING 





FABRIC bs Smart In Anything for Easter. . . 
and Any Woman Is Smart In FABRIC! 


HI-STYLE 
risne 
features FABRIC! 











Made by Red Cross for Kern's 
and Nobody Else in Detroit 


KERN’S 





It would be an interesting study in 
style psychology to determine just how 
such knowledge travels. A year or two 
ago most graduating classes of boys 
wore sport shoes of the white combina- 
tion variety. A few days ago the boys 
of a grammar school graduating clas: 
in New York voted 26 to 2 for all- 
whites, to be worn with flannel trou- 
sers at commencement exercises in 
June. How did these boys know that 
combinations were less smart than all- 
whites this year? The curious part of 
the story is the fact that one of the 
two boys who voted for black and 
white shoes was the son of a shoe 
man. 

Because of the fact that the season 
in Southern California is ahead of 
most of the rest of the country, and 
because of the high standard of retail 
shoe advertising in that region, the 
Los Angeles ads are of special in- 
terest at this time and we reproduce 
a number of them this week. 





Sport Soe 


Soo 


Cire Jl. eek. 











WODDWARD AT GRATIOT 








Wuite shoes step forward to claim 
their place in the sun, and in conse- 
quence are playing an increasingly 
important role in retail advertising. 
Down South, through the Southwest 
and in California, whites dominate the 
advertising of the shoe stores right 
now. Despite weather conditions that 
have been anything but favorable for 
Summer shoe selling, New York stores 
are featuring whites in a big way in 
the windows, and white shoe ads are 
beginning to appear in increasing 
numbers in the newspapers. The same 
is true of other sections of the country. 


Judging from the early response to 
white promotions—for shoe men say 
their customers are showing a keen 
interest in all-white shoes in spite of 
rain and cold—one might well con- 
clude that fashion is a more potent 
power than weather or comfort in de- 
termining the choice of vast numbers 
of people. For it is quite evident that, 
just as the chain letter craze has 
spread across the country with a ra- 
pidity that seems incredible, so has 
the idea that whites are the thing for 
Summer wear penetrated the conscious- 
ness of customers the country over. 
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Bigger advertisements and fewer of 
them have become the order of the 
day with the Wetherby-Kayser Shoe 
Company, according to Walden Ken- 
nedy, advertising manager. And the 
plan seems to be working out to ad- 
vantage. 

The big advertisements are a full 
page in length and from five to six 
columns in width, and they are used to 
open seasons or to introduce new lines 
of merchandise. 

The first venture along this line 

[TURN TO PAGE 36, PLEASE] 
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When Everyone Talks HEELS 
Know Your Basic Types and Derivations 


IN the olden days heels were very 
useful parts of the shoe. They kept 
the wearer’s feet out of the mud. Ex- 
SPRING tremely cautious people, endowed with 


ip Ty 2/g- 4/, | ingenuity, even went so far as to attach 
{ two heels to each shoe—fore and aft. 
As so often happens, however, par- 
Poo FIRSTHEEL ticularly in the field of wearing ap- 
4fetoMilitary parel, this practical aspect of the heel 

has undergone a gradual transforma- CONTINENTAL 

tion, becoming less and less important LOUIS 

miuiTary 3° 2 — utilitarian feature, = 1a - 2% 
4 fa - 134 more and more important as a Style 
8 feature. Today, it is safe to say that 
the shape of the heel, plus its height, 
is a very important factor in deter- 


mining the style value of any shoe 
under discussion. Heel manufacturers 

CUBAN believe they are conservative in esti- 
‘ga os mating that the heel is responsible for 
at least thirty per cent of the appear- 
ance of the shoe. They are equally 
emphatic in saying, and rightly so, 
that an otherwise well-designed shoe 
can be ruined by attaching a heel 
which: is incorrectly shaped. 

Sennen It has become common practice in 
the shoe industry to think of heels as 
being of the high type and the low 
type, with the military as the lowest 
and the so-called “Spike” as the high- 


TAILORED est. Hence, when heels are under dis- 
CONTINENTAL cussion, shoemen are apt to forget that BABY 
10/8 there may be, and are, “Spike” heels jay 
lower than the Continental; and that % 

there are Cuban heels as high as some 


“Spikes” and considerably higher than 
TAILORED some of the Continental and Louis 
CONTINENTAL types. In other words, the name of 

14/g the heel is determined by its shape and 
not necessarily by its height. 

First of all the heels (and one not 
particularly important for the purpose 
of this article) is the spring heel, fa- 
miliar to all who handle children’s 
shoes. The original spring heel, of 
course, was nothing more than a 
TAILORED Wedge or leather lift between the inner 
CONTINENTAL 2nd outer sole, so beveled at the breast 

18/g that the outer sole lay smoothly along spe toys 
the beveled surface when sprung over “=r Geeipe 
the heel. The modern spring heel, as "78 “2% 19 
everyone knows, is sometimes as high H 
as one-half inch and is attached to the a 

[TURN TO PAGE 36, PLEASr] 














CONTINENTAL 
SPIKE 


1O/g Pa 2% 











17 
r 
— 























BOOT AND SHOE RECORDER, May 18, 1935 


Capturing the Public's 


Imagination 


WE live in a hard and puzzling time. What the 
world needs is clear thinking and there is little 
of it, for it comes chiefly with the habit of hard 
thought in early life. There is one thing that we have 
too much of. It is imagination. The young man 
who has a job, or for that matter hasn’t a job, spends 
his idle hours in feeding his imagination. He can do 


it-with the movies, the radio, the sweepstakes, the bet- 
ting machines and even the chain letters. 


Millions 
of hours spent in delusions of grandeur. Too few 
hours spent in good hard thinking on the subject of 
the job—and its exchange of goods for money— 
trading. 

We can’t get away from the simple thinking that 
exchange of goods and services makes prosperity. 
Only goods and money, turning over, make business— 
not theories, subsidies and doles. We see a nation 
spending far in excess of its imagination. No man 
can comprehend the work-hours stored up in the loan 
of a billion dollars, and when it comes to $4,700,000,- 
000 plus a bonus of $2,000,000,000, plus a regular 
Government expense account of $2,000,000,000—our 
imagination ceases. We face the stark reality of: 
“Well, if these huge expenditures won’t buy back pros- 
perity, what will?” All these moneys must be paid 
back through taxation and if the ratio of the business 
dollar to the tax is twenty to one, then we must, 
through business channels, develop an exchange of 
goods and services twenty times the expenditures now 
to be invested in the purchase of prosperity. We are 
absolutely staggered by the size of the problem and 
so is everyone else. 

If our imagination as adults is therefore inadequate 
to comprehend the problem of complex society as it 
now exists, what is the dilemma of the youth who is 
just entering business, or the million boys and girls 
entering college and the thirty-three million children 
now studying arithmetic and economics in the schools? 
Is their future to be confusion worse confounded? 

Is there a universal need for a return to hard think- 


By 


ARTHUR D. ANDERSON 
EDITOR—BOOT AND SHOE RECORDER 


ing on what actually produces a state of prosperity? 
If it is the exchange of goods and services, and that 
alone, then it is high time that we went back to training 
for trading. We need to have less of imagination and 
“long chance” thinking and more of the belief that 
interesting things must be developed to increase the 
desire and sale of goods and services to the American 
public and to the world at large. 

As an example: The shoe industry hasn’t really 
started to sell its full quota of shoes. It moves shoes 
from creation to production, to the retail shelves in 
a jerky mechanism of hopes, ventures and expectations 
of ultimate sale. The shoes on the merchants’ shelves 
then become more a hazard than an asset because the 
merchant hopes that he has hit the right colors, pat- 
terns and styles; and particularly sizes and prices. 
If he could only, at this point, harness the imagination 
of his helpers in business to make every pair more 
desirable to the public of his community than dollars 
in their pocket, then he would be doing his individual 
share to bring back prosperity. The more shoes sold, 
the more prosperous the state of business and this same 
example, multiplied in every line of business, would 
restore us nearer to the prosperity we enjoyed in the 
past—and nothing else. 

External spending of millions of dollars will not do 
the job with the speed and certainty that it can be 
done by accelerating interest in individual businesses. 
Not only shoes but practically every other business is 
looking forward to a stale period known as the Summer 
slump, just because it has been traditional; but here 
and there some one merchant or business man captures 
the imagination of the public and moves millions of 
dollars of trade in his direction. 

[TURN TO PAGE 42, PLEASE | 
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LEDGE GOODYEAR WING- 
FOOT— gives rugged ser- 
vice. Non-skid cups. Nails 
down flat. Swagger campus 
style — popular with 
younger people 








RIBBED GOODYEAR WING- 
FOOT— neat, sophisticated, 
modern. Smart streamlined 
rib design gives added style 


STANDARD GOODYEAR 
WINGFOOT— world’s most 





popular, and most widely 
copied heel design. Non- CUSTOM GOODYEAR — 
skid cups. Neat, smooth- corrugated non-skid face. 
fitting. The aristocrat of No nail holes. A de luxe 
rubber heels ' heel in every way for your 
finest shoes 














H eels th at H e I p Most men want rubber heels. They like 


the tough, longer-wearing, lively cushion 
Ss A : E Ss that gives silence and extra comfort. And 
more people walk on Goodyear Wing- 


foot Heels than on any other kind. 


ET “the greatest name in rubber” 
help you sell shoes! 


Why not use two good names — the one 
There are four Goodyear Wingfoot on Goodyear Wingfoot Heels and the 
Heels, purposely built to suit every | one on your shoes—to help your sale? 
style and type of shoe. 


Each one carries the Good- : : 
year name as proof of extra bk OE. 
value to give your shoes 

the tremendous selling ad- Wi NG 
vantage of two good names 

instead of one. MORE PEOPLE WALK ON GOODYEAR WINGFOOT HEELS THAN ON ANY OTHER KIND 


When writing advertisers please mention Boot and Shoe Recorder 
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Ground Plan Showing Placement of Units 


You should be making plans now for your children’s 
vacation shoe windows. In the next few weeks the 
annual shopping tours which preface every vacation 
period will be in full swing. What are you doing this 
year to get your share of the window gazing trade? 
Here is one that accents cuteness. The center figures, 
which you may perhaps recognize, were featured in the 
children’s article in the April 20 issue of the Boot 
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Get Your PLAY 
SCHOOL 


AND SHOE RecorDER. The little boy beckons to the 
passerby and his mother to come and see the shoes 
that you have so carefully placed around the sun dial. 
If the passerby is a well-read and a well-movied little 
girl, she will recognize on Sally a dress somewhat like 
Shirley Temple wore in the “Little Colonel”—the boy’s 
suit is just a play suit and marks him quickly as a 
regular fellow. 

Captions on the panel, which go to make up the 
fence, can be changed. “Shoes for Sunny Hours” ties 
in nicely with the sun dial on which Sally and her 





~~, 


Window 
No. 5 


In a series built around blow-ups of art 
work featured in BOOT AND SHOE 
RECORDER fashion presentations. 
Designed to offer the retail merchant 
with limited budgets ideas that are 
practical, simple and economical to 


construct. 


y y / A ra WY 
VIA / | P , 
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SHOE Windows Ready.... 
WILL SOON BE OUT 


brother are standing. Copy on the panel features 
shoes illustrated and described in the sports issue of 
the Recorper, April 20. You may choose to feature 
different types, in which case be sure and substitute 
your correct name or trade name for these types of 
shoes; or perhaps you would prefer to have some in- 
stitutional copy on this panel. 

If the sun dial seems a bit too much for the size of 
your window, it can be eliminated and the whole 
window laid off as though it were a lawn. An interest- 
ing effect can be obtained by the use of colored card- 


< 


The color scheme for this 
window is white, royal blue and 
powder blue. Center figures 
may be blown up photographic- 
ally or drawn with charcoal on 
cream colored Compo board. 


board crazy flags for a walk. The grass can be 


either green felt or a grass mat. 


Construction Data 


Two central figures are Recorder illustrations 
blown up photographically or by means of a photo- 
stat. If your display man is a good figure artist he can 
pantograph them onto sheets of compo board which 
have been previously painted a flat cream. A nice 
rendering can be made by the expert use of soft char- 
coal on compo board, with spots of bright color on the 
face, hands and clothing. If the photographic blow-up 
is used, it is simply mounted on the compo board and 
cut out by a jig-saw. If blow-ups are used, it is well 
to use very little color, confining it to spots on hands 
and face. 

Of course, the picket fence is white. Posts are two 
tones of blue, powder blue with royal blue capitals. 
The fence panels and posts are of compo boards nailed 
onto wooden frames. The gate is lightly and simply 
constructed by one by one-half inch white pine stock— 
detail can be seen by examining illustration. The 
lettering is white on a royal blue field. For an attrac- 
tive line of lettering, examine the illustration and the 
headings used on this article in the April 20 issue of 
the Boot anD SHOE RECORDER. 

The sun dial is a large circle cut from compo board 
and laid out as per illustration. The face of the dial 
is painted a royal blue, divisions and panel for 
numerals, (on which you may display your store 
name) are white. This circle is raised about eight 
inches from the floor and faced with showcard board 
which may be easily bent to conform with the edges of 
the circle. Or the sun dial may be laid flat on the 
floor—if the size of the window does not permit rais- 
ing it. The dial may then be surrounded with green 
felt or grass cloth and possibly may be relieved by the 
use of colored cardboard crazy flag-stones and an 
occasional potted plant. 

The accompanying plan shows the position of the 
dial in relation to the back of fence. Note also the 
position of the figures, held upright by a strut directly 
behind each leg of each figure. In this way, all con- 
struction details can be obscured. 

This window is particularly adaptable where there 
is considerable depth to the window. It fills this type 
of window well and sets off the merchandise to be dis- 


played to good advantage. 
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The YOUNGER 
GENERATION 


Robert Parks Hazzard, Jr. 


RoBERT PARKS HAZZARD, JR., born October 7, 1908, is one of the 
youngest shoe factory executives in the state of Maine. With his brother- 
in-law, Lewis J. Scheafer, he shares the management of the R. P. Hazzard 
Company’s big factory in Augusta, where men’s and boys’ welts are made. 
Finance, office management and distribution are under his control. He has 


held the title of treasurer for three years. 


Mr. Hazzard’s father, R. P. Hazzard, at one time the youngest shoe manu- 
facturer in Brockton, Mass., is president of the company. On the father’s 
side are three generations of shoemaking; four on his mother’s—the Little- 
fields, who had factories in Brockton, Avon and Turner’s Falls, Mass. 


R. P. Hazzard, Jr., is a graduate of the Gardiner (Me.) High School, 
later attending the Culver Military Academy and Williams College, from 
which he received his degree. During school vacations, he acquired practi- 
cal knowledge at the cutting bench in his father’s Gardiner factory. Mr. 
Hazzard is married and has one son—Robert Parks Hazzard, 3rd. 





LITTLEWAY PROCESS COMPANY 
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-. « yOu want my opinion . 


‘The fact that I have purchased and used John R. Evans Kid Leathers for 


over 30 years expresses my opinion about as well as anything I could say.” 


Statement by Mr. C. E. Waterhouse, Upper Leather 
Buyer for Enna Jettick Shoes, Inc., Auburn, N. Y. 4 GUE 
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Evans Black (Ruby) Kid is a uniform leather 
which produces uniform lustrous kid shoes. 
It meets the exacting requirements of the 


most expert leather judges. 


It is not necessary to pull or stretch the skin 
to determine the quality — for it is apparent 
on the surface. No finish is used to hide 
minor surface imperfections. This makes for 


easier and more uniform cutting. 


Handle it — stretch it, the result is always 
the same — a true uniform color. No light 


overtones ever appear for the color pene- 


trates clear through. 


Cans kid 


JOHN R. EVANS & COMPANY, CAMDEN, NEW JERSEY 








SPECTATOR .GROUP 


SANDALS and more sandals says Al 
Gude of Los Angeles, as he sums up 
the May 15 to July 1, women’s shoe 
selling prospect. 

Sandals are here in all types of 
heels, all materials for all purposes 
from sports to evening wear declares 
this Los Angeles shoe merchant. 

Sandal selling will surprise most 
all buyers this Summer. This asser- 
tion is based on early Spring selling 
to a most critical local shoe buying 
public. What has been done in previ- 
ous sandal selling in the dressier types 
will be more than duplicated in the 
sporty and street sandals in the im- 
mediate season. 


SPORTY LOW HEELS 





This trend for sandals will be active 
all through the Summer and will con- 
tinue through the Fall in both the 
walking and dress treatments. 

The influence of the sandal is felt 
even into the broad strap shoes, which 


¢ 


are only somewhat related to the ac- 
cepted sandal pattern. 

Continuing, Mr. Gude pointed out 
that all styles more or less overlap, 
as they are governed by the domi- 
nating current pattern fashion. 

In the Gude shoe store the sandal 
stock for the present selling is broken 
down into four general classifications: 
spectator sports, dressy street shoes in 
kid and buck, dressy white afternoon 
sandals in kid, buck and linen and 
sporty low heels in sandals and ox- 
fords in pig grain and linens. 

As to materials for the May 15 to 
July 1 period, 50 per cent will be 
spectator sports in the white series, 
mostly white buck, either plain or 
trimmed; 32 per cent white kid and 
18 per cent linens. 


In this connection it should be 
stated that the figures represent the 
stock, not the selling. One of the 
problems in Los Angeles has been, the 
store bought buckskin and gazelle 
heavy, but as early as April 10, began 
to feel a decided swing to white kid, 
particularly in the lower grades or 
$8.50 retailers. As the season ad- 
vances, white shoes have a diminish- 
ing value, so what new shoes are being 
added are in the lower price field. 

Los Angeles women have a decided 
tendency toward light airy footwear, 
particularly in the Summer, which 
accounts for the popularity for kid 
as well as the steady swing toward 
linens and fabrics. The cool appear- 
ance linens, plus the fact the material 
can be readily cleansed and dyed, is 
another reason for the ready accep- 
tance. 

A great development in low heeled 
sandals is being experienced, particu- 
larly those having a swagger appear- 
ance. These shoes are very much in 
keeping with the Summer ensemble. 

Sketchy outline of sandal types of 
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“SANDALS 
and more SANDALS’ 
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DRESSY STREET 
SANDALS 


new Spring shoes as developed in the 


Gude store. 
Shoes sketched by Ruth Hamilton. 


Spectator Group 


No. 1. The central shoe reflects 
the sandal version. A most impor- 
tant pattern that was out of the pic- 
ture for a while, but came back strong. 
A pattern that will carry through. 

No. 2. Sport sandal representative 
of the low heel trend. 

No. 3. Showing use of fabric in 
reverse combinations, a pattern which 
has many possibilities later on. 

[TURN TO PAGE 52, PLEASE] 
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Page 31! 


White Shoes (jet) IN STOCK 


Styles which so ideally éiiiiaa’ all =. essentials of perfect footwear . 
Smartness combined with thorough Comfort, Quality 
with unquestioned Value. 


Shown herewith are only a few of the Hug-Tite styles 


RENO No. 9010—White Kid Punched 


Oxford. 


PASADENA No. 9090—White Kid High 


Riding Tie; No. 9091—Same, Black Kid. 


ELECTRA No. 9110—White Kid T-Strap; 
No. 9111—Same, Black Kid. 


Order Now...[mmediate Delivery 


Prices: White Kid Styles, $2.50; Black Kid Styles, $2.40; 
Less 5% Discount, 30 Days. Widths, AAA to C. 


The Charles Meis Shoe Mfg. Co., Cincinnati, O. 


HELENA No. 9030—White Kid Gypsy Tie: 
No. 9031—Same, Black Kid. 


RALEIGH No. 9160—White Kid Two Eyelet 
Tie; No. 9161—Same, Black Kid. 


CAMDEN No.9150— White Kid Gore Pump; 
No. 9151—Same, Black Kid. 


When writing advertisers please mention Boot and Shoe Recorder 
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National Shoe 


FOUNDED 1912 





"An Association Serving the Best Interests of the 


Retail Shoe Trade and the Industry in its Entirety" 





Plea for Business Freedom 


THE press of England is, now and then, apt to disturb 

the economic air with a shrill cry of reactionism. Ap- 
pearing recently in “The Bare Aspect” was this article 
titled: A PETITION of Business Men of Every Country to 
Their Respective Governments: 

We, the business men of the land, as you well 
know, have suffered for years a deep depression of 
trade, for which we acknowledge circumstances 
arising out of the Great War are chiefly responsible. 
During this time we have all striven to our utmost 
to adjust our businesses to the difficult conditions 
and to effect such reforms as would, in our opinion, 
restore us nearer to the prosperity we enjoyed in 
the past. 

You, the Government, also have not been inac- 
tive. You have deluged us with a flood of laws, 
rules and regulations, no doubt with the best of 
intentions, but with what effectsP The truth is 
that your continual meddling changes delay eco- 
nomic recovery when you wish to hasten it. Busi- 
ness cannot cope with your interferences. 

We, therefore, humbly pray and petition you to 
grant us this: 


LEAVE US ALONE! 


Give us rest from continual changes. We are 
tired of coming to business and asking every morn- 
ing “What has the Government done today to make 
business more difficult? What new impediment to 
the natural course of trade have they erected P What 
has been changed today which compels us to revise 
what we decided to do yesterday? 


LEAVE US ALONE! 


Give us an opportunity to straighten things out 
for ourselves. Charter a luxury liner at our ex- 
pense and take a year’s voyage round the world. 
And then renew the charter for another two years. 
While you are away we will have a chance to put 
our own house in order. We can adjust ourselves 
to conditions we know, we cannot adjust ourselves 
to the unknown. 


LEAVE US ALONE! 


Leave exchange alone. Leave tariffs alone. 
Leave laws alone—they are bad enough, but we will 
make the best of them. 


LEAVE US ALONE! 

If you will do this, we will pledge ourselves to re- 
store prosperity—making it possible for you to con- 
tinue your parasitic existence without anxiety. For 
Heaven’s sake 


LEAVE US ALONE! 


Survey of Retail Taxation 


N the last issue of the News Bulletin, we listed retail store 
taxes in effect in Alabama, Florida, Idaho, Indiana, 
Louisiana, Maine, Maryland and Michigan. We also 
cited tax bills before the Legislatures of Nebraska and 
Pennsylvania. 
Listed below you will find retail store taxes effective 
in five other states. 


North Carolina—Rate of tax: 2nd to 4th stores, $50 
each store; 5th to 8th stores, $60 each; 9th to 12th stores, 
$70 each; 13th to 16th stores, $80 each; 17th to 20th 
stores, $90 each; 21st to 30th stores, $100 each; 31st to 
50th stores, $125 each; all in excess of 50, $150 for each 


store. 


South Carolina—Rate of tax: lst store, $5; the tax 
increases $5 on each store up to and including the thir- 
tieth for which the tax is $150, and continues at that 
amount for each additional store above 30. 


West Virginia—Rate of tax: lst store, $2; 2nd to 5th 
stores, $5 each; 6th to 10th stores, $10 each; 11th to 15th 
stores, $20 each; 16th to 20th, $30 each; 21st to 30th, 
$35 each; 31st to 50th, $100 each; 5lst to 75th, $200 
each; all in excess of 75 stores, $250 each. 

Chain store taxes are being extended to cover almost 
every conceivable kind of an establishment in which any 
kind of goods or merchandise can be sold. For example, 
the law just passed in South Dakota which defines the 
term “store” to mean “any store, stores or mercantile es- 
tablishments owned, operated, maintained or controlled 
by the same person . . . in which goods, wares or mer- 
chandise of any kind are sold either at retail or at whole- 
sale.” No exemptions are provided. 

The problem grows more complex as the following 
introductions are made in State tax laws: 


Florida—Imposes an annual tax on chain stores with 
rates ranging from 2 per cent of the gross receipts from 
one store up to 7 per cent of the gross receipts from 20 
stores. Provides that the penalty for non-payment of the 
chain store license tax shall not attach until Feb. 1 of the 
year following the date when due. 

Michigan—Amends the definition of chain store to in- 
clude stores owned by a group or combination of indi- 
vidual owners, either directly or indirectly. 

Wisconsin—Imposes an occupational tax on new 


chain stores. Imposes a tax of $1 for each square foot 
up to 1000 sqare feet and 50 cents for each additional 


square foot. 








The matters discussed on these pages are solely the 


expression of the National Shoe Retailers Association 
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Join N.S.R.A. Now! 


ROOSEVELT once said: “Every man 

owes something to the industry of 
which he is a part.” The N.S.R.A. is 
the retail shoeman’s official representa- 
tive. Be loyal to it by being a member 
of the National Shoe Retailers’ Asso- 
ciation. 

The shoe manufacturers, tanners, 
wholesalers and traveling men are or- 
ganized. Shoe retailers, likewise. 
should and must have a strong organi- 
zation to act for them. Don’t wait to 
become a member until you need us. 


1. JOIN NOW. 

Why you should be a member of the 
National Shoe Retailers’ Association: 
1. We are organized to assist merchants 

to a new better understanding of 

the technique of retailing shoes suc- 
cessfully. 

. To keep retailers fully informed of 
development of important trade 
affairs. 

. To supply members twice a year 
with booklets containing forecasts of 
seasonable styles, colors and ma- 
terials. 

. To save shoe merchants 25 per cent 
in the cost of their fire insurance 
and guarantee safe coverage and 
prompt adjustments. 

. To supply members, upon request 
and without charge, with informa- 
tion and advice on anything per- 
taining to shoe retailing, or the 
manufacture of shoes or leather. 

. To watch National and State legisla- 
tion and to act promptly in your 
behalf. 

. To promote better relations between 
buyers and sellers and to eliminate 
or control unfair trade practices. 

. To increase the efficiency of shoe 
retailing by supplying ideas and 
business methods that mean more 
profit. 

The best and cheapest investment for 
your business is membership in the 
N.S.R.A. at $5 per year—less than ten 
cents a week. JOIN N.S.R.A. NOW! 

“We must recognize that growth is 
the law of life, and that change is as 
inevitable as the rise and fall of the 
tides.”—Justice Holmes. 


Thirty-Hour Week 

A Thirty-Hour Week Bill is being 
advocated by the American Federation 
of Labor, and is pending in Congress. 
Any fixed system of hours can but 
bring disaster. The codes offer means 
for flexible adjustment of hours in re- 
lation to work. In the judgment of 
the N.S.R.A. the thirty-hour bill would 
result in an increase in prices of from 
20 per cent to 25 per cent which, in 
turn, would result in decreased con- 
sumption and consequent unemploy- 
ment. What America needs is more 
production, not less production; more 
wealth, and not more poverty. 

* * * 


The Blessings of 1935 


“It is often well to review our bless- 
ings, as welk as our infirmities. We 
now have forty-two millions out of a 
possible fifty million potential workers 
actually at work. Our farm income, 
in two years, has risen from less than 
five. billions to nearly seven billions. 
The dividends on our investments have 
markedly increased, and the annual pay 
envelope carries 50 per cent more 
wages than it did two years ago.” 

* * * 


Initiative and Safety 


“Closely related to the question of 
profits is that of freedom of initiative. 
Competent and experienced business 
men feel confidence in their ability to 
operate successfuly only when they are 
free to exercise their independent busi- 
ness judgment. 

“Price fixing, wage fixing, and output 
restriction destroy the balance of the 
economic mechanism. Prices, wages, 
output, and demand are interrelated 
parts of an organic whole, and any 
effort to interfere with the movements 
of one or more of these elements has 
effects, often unpredictable, on all the 
others. Recent experience has tended 
to confirm the view that no human 
agency can provide a satisfactory sub- 
stitute for the natural interplay of eco- 
nomic forces in directing the course of 
business affairs.’ —- The Guaranty 
Survey. 


Cutting Retail Costs 

The greatest internal problem in re- 
tailing today is to reduce expenses in 
order to protect net profits. Below we 
list cost-cutting set-ups. Note the con- 
centration of suggestions concerning 
selling and rental expenses. In many 
stores these are the two costs that “dig 
deepest” into the retailer's expense 
dollar. 

1. Reduce your selling percentage by 
individualizing your sales records. Both 
salespersons A and B may be getting 
$1,000 a year; yet A’s annual sales 
might total $20,000 and B’s might total 
only $10,000. A costs you 5 per cent 
of his sales and B costs you 10 per cent 
of his sales. 

2. Reduce your selling percentage by 
placing your fastest-moving lines where 
your salespeople can get at them with 
a minimum of steps. “Fewer steps” re- 
sult in better service to the customer 
and greater sales per salesperson. 

3. Reduce your rent by subdividing 
your store if it is too large for the 
amount of business you are doing per 
square foot of space. 

4. Reduce both selling and rental 
percentages by improving your layout 
to encourage customer circulation. Cus- 
tomers who see more will buy more, 
and your sales per salesperson and per 
square foot will increase. 

5. Reduce your fire insurance rates 
by having the inspection department 
of our insurance company suggest pre- 
ventive measures. (The N.S.R.A. can 
save you 25 per cent on insurance.) 

Remember: Expenses are cash pay- 
ments deducted from gross profits of 
your business. 


*% * *% 


Style Forecast Ready 


The fashion reports made at 
the N.S.R.A. Style Conference 
by the Men’s, Women’s, and 
Children’s Style Committees have 
been completed and are ready for 
distribution. 

Upon request they will be sent 
—without charge of course—to 
all members of the National Shoe 
Retailers Association. 





"Every Man Owes Something to the Industry of Which He Is a Part''—Theodore Roosevelt 












Undress Parade 


[CONTINUED FROM PAGE 15] 


In California there is considerable 
amount of walking around at. the 
beaches, with most of the people dress- 
ing at home, even if the home is 50 
miles away. With this in mind, con- 
sider the clothing now evolved into 
certain definite classes, such as: 

A little swim suit which is getting 
briefer and briefer all the while, with 
which no foot covering is ever worn. 

Then the “going back and forth” 
clothes, with which shoes are always 
worn. 

Next the “Parade” get-up, which is 
something else again, a very pro- 
nounced trend this year. 

There is a definite overlapping of 
shoes for strictly “Parade” wear and 
shoes for informal attire. Take the 
way hundreds of girls and young mar- 
ried women dress in the Summertime 
in California—a pair of shorts, a 
brassiere, a shirt tucked in, a wrap- 
around skirt and a pair of shoes, then 
perhaps a bandanna or a ribbon in the 
hair to accent some color scheme. Thus 
dressed, she is ready for a parade on 
the beach, tennis or cocktail at the 
country club, even a little neighbor- 
hood calling, or a trip to the village 
for some shopping. Women who dress 


like this sort of thing, are active sports 
participants as a rule, but the costume 
is typical. 

All along the California coast, from 
San Diego to Santa Barbara, people 
practically live on the beaches during 
the Summer. 

Now for shoes. Every woman will 
have at least four pairs of wearable 
shoes, some of which may be worn on 
the beach or as a general wearabout 
to go with the costume described. There 
is a tremendous variety of footwear for 
Summertime wear, with most of it, 
from the very nature of the use, fall- 
ing in the moderate priced brackets. 

All types of beach wear shoes are 
very colorful this season. For the 
store with the limited trade, the prob- 
lem of meeting the color requirements 
of the trade is greatly solved by so 
many of these shoes coming in natural 
linens, fabrics and jerseys which are 
dyeable. 

So with fishnet Maillot and Lastex 
swim suits on one side and the South 
Sea and Mexican outfits on the other, 
many a retail shoe man can safely alibi 
many an afternoon spent “in first-hand 
observation of beach wear styling.” 





Shoes for the Needy 


[CONTINUED FROM PAGE 17] 


The interests of the suppliers of mer- 
chandise, in this case the shoe mer- 
chants, must naturally be subordinate 
to those of the needy, who are to be 
aided, and the governmental agency 
whose responsibility it becomes to ex- 
tend the aid. 

That being so, it is obvious that shoe 
merchants cannot present a very strong 
argument for their side of the case if 
they demand that relief shoes be dis- 
tributed through shoe stores merely 
because that way of doing it will help 
their business. They must find a better 
argument than that. On the basis of a 
broad study of the subject and of the 
experience of various communities in 
connection with relief or welfare shoe 
distribution, the RecoRDER is convinced 
that there are plenty of good and valid 
arguments in favor of shoe store dis- 
tribution as opposed to the direct issue 
of shoes by the city, county or welfare 
agency. To arrive at these arguments 
we must give some brief consideration 
to the theory and purpose of public re- 
lief in this emergency. 

There are two broad objectives 
sought in practically every plan that 
has been adopted or considered to aid 
the needy victims of this depression. 
The first objective, obviously, is to sup- 
ply such needy persons with at least 
the minimum requirements of life, such 
as food, clothing and shelter. The sec- 
ond, almost equally important, is to 


administer relief in such a way that it 
will not only provide the necessities of 
life for those who are victims of the 
depression, but likewise contribute as 
much as possible to rehabilitation of 
the economic structure whose disar- 
rangement is mainly responsible for 
the fact that such widespread need 
exists. In other words, relief should be 
extended in such a manner that it will 
also contribute to economic recovery. 

The needy persons now on relief 
would normally be consumers of mer- 
chandise, purchased through the regu- 
lar channels of business. When they 
are unemployed and their reserves are 
exhausted they can no longer consume, 
and they cease to be potential buyers 
of merchandise and contributors to the 
maintenance of the economic system. 
When they are granted assistance 
through public relief they again be- 
come consumers, but they do not be- 
come contributors to the smooth func- 
tioning of the economic machinery of 
the country unless they are also able to 
buy merchandise in much the same 
manner and through the same chan- 
nels that they would buy it if they had 
jobs and were earning wages. 

If a recipient of relief receives a 
credit slip which permits him to go to 
his regular shoe store and buy shoes, 
he not only helps the merchant to main- 
tain a profitable business, but also adds 
to the economic security of the shoe 
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merchant’s clerks, aids the traveling 
salesman from whom the retailer buys, 
helps to keep the factory going and 
enables the manufacturer to employ 
shoemakers and pay wages. The effects 
really extend back much farther than 
that to the leather tannery, the hide 
dealer and ultimately the cattle breeder 
and the farmer. 

If, on the other hand, the city buys 
its relief shoes in quantities direct from 
some factory, it may save a little in 
the purchase, but it tends to disrupt 
the normal process of distribution, to 
hurt the retailer, the manufacturer and 
the many who are directly or indirectly 
dependent on them. Such a method of 
distribution tends ultimately to throw 
more people out of work and to retard 
instead of hastening the progress of 
recovery. 


How Business Is Aided 


In a recent series of articles pub- 
lished in the Scripps-Howard news- 
papers, John T. Flynn, famous econ- 
omist and writer on business subjects, 
took the position that most of the im- 
provement in business conditions in 
this country witnessed since 1933 has 
been brought about through the relief 
expenditures of the government. He 
cited the prosperity of the automobile 
industry as an example. True, the gov- 
ernment does not give to those on relief 
the wherewithal to buy automobiles. 
But it gives them money to buy 
groceries, and the grocer is able to 
buy a new car. It gives them money to 
buy clothes, and the clothier can pur. 
chase things he needs. It gives them 
money to pay rent, and the landlord 
can employ labor to make repairs and 
improvements. It gives them money to 
buy shoes, and shoe merchants and 
shoe manufacturers can make their 
contribution to recovery by buying the 
products of other industries. 


Restoring Economic Balance 


The important thing that should be 
kept to the forefront of every discus- 
sion of this subject is the fact that 
industry and commerce constitute a 
delicately balanced mechanism which 
can function smoothly and efficiently 
only when all of the reciprocal parts 
are working in harmony. The depres- 
sion is the result of certain factors that 
have thrown the mechanism out of 
gear. To restore equilibrium and bring 
about recovery it is important to pre- 
serve the existing machinery of indus- 
try and gradually bring it back to nor- 
mal operation. Every business that is 
preserved and put on a profitable basis 
becomes a contributing factor toward 
recovery; every business destroyed or 
rendered unprofitable through govern- 
ment competition or otherwise contrib- 
utes toward the further derangement 
of the economic machine. 

Relief shoes should be distributed 
through retail shoe stores because in 
that manner shoe merchants and the 
shoe industry are aided in becoming 
more efficient contributors to recovery 
and employment. 





—_—— 
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For the same reason that every apple on the tree cannot be equally 
good, we have a difference in leather soles. Natural laws, impossible 
to control, improve or impair results. Soles from section A-B-C on our 
chart, would not be regarded as fine soles. By nature, the leather sub- 
stance is out of that classification. The shaded part of the side is the 
safe section. Variations here in leather substance make some soles 
better than others. Only soles within the area of the “BENCH BRAND” 
trade mark, by nature and tanning become the very best. However, 
not all hides nor all tanning methods make this part equal to 
“BENCH BRAND” soles because— 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


is primarily a product of the finest hides, the pick of the herd, just as 
a prime assortment of apples is the choice of a carefully grown crop. 
Obviously, choice hides, with strong, tough fibres, tanned by months of 
aad 4 » SAL SUCOROTION = painstaking labor, rather than by careless or hurried methods, make 
able . ually of Kistler, “Bench Brand” better sole leather than inferior hides with weak, flabby, fibrous sub- 
Sere-coaiaiing quality; thelr Honibiien’ whieh stance. “BENCH BRAND” sole leather has no tendency to soften, 


provides comfort to the feet. Point to the i i ‘ 
ee te eee spread or curl. It resists water to a high degree. You won't have to 


have it hanks indicating that th i 
have it om shan ks) as indicating that A apologize for frayed edges or lack of endurance. Street, dress, sport 


endorse such claims, Customers satisfied of and heavy-duty shoes having outsoles of “BENCH BRAND” sole 
a leather will, because of that, sell steadily and pay well. 


ea 319 - A: STREET - BOSTON - MASS- | | ||| 
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What the Shoe Ads Are Saying 


[CONTINUED FROM PAGE 20] 


introduced the white season February 
17. It may be that the type of weather 
pulled off right then helped a bit, but 
at any rate, Mr. Kennedy states that 
sales boomed 40 per cent during the 
four days following the appearance of 
the advertisement. Nearly an entire 
page was used, and a complete white 
shoe picture was presented. Some six- 
teen numbers, representative of the 
lines, were presented by the artist. 
This advertisement had Springlike 
make-up and was considered so attrac- 
tive that it was copied as an outstand- 
ing advertisement by The Retail Re- 
view, Metro Ad-Index and the Retail 
Ad News. 

The next big spread of this kind was 
sprung March 17, introducing a line 
of shoes where the appearance of youth 
is uppermost. The art work was in- 
formally presented in this advertise- 
ment also and the picture of the line 
was fairly complete, twelve representa- 
tive numbers being shown. 

The Easter season will be ushered 
in with a spread of similar size and 
character, and other seasons through- 
out the year will have like treatment. 

Except in case of a special sale or 
other very special event, a two-column, 
eight-inch display on Sunday will be 
the only space used. Sunday adver- 
tisements used to be four-column, ten- 
inches. 


“In the old days it was customary 
to run along more evenly, using adver- 
tisements of medium size,” says Mr. 
Kennedy, “but we are using the new 
plan with the thought of showing our 
prestige in the retail shoe field. We 
wish to dominate the situation at 
strategic times rather than to be on 
a space par with many others all the 
time. 

“The big ads give us a chance to 
present a real theme and to exhaust 
that theme. 

“J think we have already proved 
that the new system brings in a far 
greater number of mail orders, and 
we always have had a good mail order 
business. We have a large number of 
charge accounts in points as far dis- 
tant as Honolulu and have a number 
in Europe and in the Orient. Mail 
orders come in also from all the 
Western States. This type of adver- 
tisement gets the eyes of out-of-town 
people of that kind who take the lead- 
ing Los Angeles newspapers. 

“The value of art work was never 
more clearly demonstrated to us than 
in the results of this new advertising 
plan. After all it is the illustrations 
that do the business, far more so than 
the copy, and one must have space and 
plenty of it if illustrations are to be 
made effective.” 





When Everyone Talks Heels 


[CONTINUED FROM PAGE 21] 


outer sole; however, it still retains the 
characteristic bevel. 

The so-called “First” heel, which fol- 
lows the spring heel, is nothing more 
than a low military type with a 
straight back line and curved breast. 

This same curved breast, inciden- 
tally, is characteristic also of the next 
two types—the Military and _ the 
Cuban. The Military has a _ very 
slightly curved back line and the base 
of the heel is not a great deal nar- 
rower than the top, or seat, of the heel. 

This difference in dimensions of heel 
seat and heel base does not become 
instantly apparent until we get into 
the Cuban classification, the lowest 
of which is about 10%/8 high, and the 
highest of which is 17/8. Two Cuban 
heels, of different heights, are shown 
here to. emphasize the _ slenderizing 
process which this heel type seems to 
undergo as it increases in height. The 
higher of the two is designated as the 
Spanish heel. 

That leaves only two other families 
of heels to be considered—the Conti- 
nental and the Louis, for even the so- 
called “Spike” heel is really a Spike 
Louis. These heels are all straight 
breasted (flat), although some manu- 
facturers curve them slightly at the 
base. This is done where more of a 
Louis effect is desired and presumably 


to give them even more the appear- 
ance of lightness. 

The Continental is distinguished 
from the Louis not so much by the 
difference in curve of the back part of 
the heel as by the straightness of the 
breast side and the extended Conti- 
nental tip at the breast line. The 
breast line, seen in profile, is practical- 
ly vertical. This type also has a longer 
lip—an important structural feature of 
the higher heel types, as it gives a 
longer seat and can be fastened more 
securely to the shoe. 

Tailored Continental, Continental 
Louis and spike heels are recent de- 
velopments that play an important part 
in the shoe fashions of today. 

The Louis types shown are the Baby 
Louis; the straight or full Louis; and 
the Spike Louis or Franco-China type, 
so called because it is supposed to have 
reached us from the Orient after hav- 
ing been toned down and styled up by 
the American stylists; also the new 
Continental Louis. 

These three Louis types, although 
bearing a vague resemblance one to 
another, nevertheless have easily dis- 
tinguishable characteristics. As one 
glances first at the French type, then 
the full Louis and then at the Spike 
Louis, the curve of the heel breast is 
seen to become noticeably less. The 
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profile views of these breasts, in other 
words, tends to become more nearly a 
straight line. Also, the back line of 
the heel in the Spike Louis does not 
have the outward flare at its lower end 
which the other two Louis types have. 
The base of the Spike Louis is the 
narrowest part of that type of heel, 
whereas the other two Louis types 
achieve their narrowest dimensions 
about half way between the seat and 
the base, at the point known as the 
neck of the heel. 

All other heel shapes are merely de- 
rivatives of these base types. More 
often than not, they are not even de- 
rivatives, merely different heights of 
the same heel to which a different name 
has been given for the sake of novelty. 


What's 


New 
Shoe Milk Tube 


A companion to the world-famous 
Shu-Milk bottle—the new Shu-Milk 
tube, is being featured by Walter Jan- 
vier, Inc. It is said to be a satisfactory 





cleaner for all kinds of white shoes and 
an advance in tube white cleaners. 
Dealers are authorized to sell both bot- 
tle and tube on a money refunded basis 
if not satisfactory. 


Fall Shoes Get Under Way 


[CONTINUED FROM PAGE 19] 


double side lace, the high riding oxford 
with a D’Orsay line, the tongue pump 
with a D’Orsay line, and the three 
evening types—the open toe boudoir 
slipper type, the Hindu type and the 
anklet. Classic oxfords and pumps are 
not pictured, but these two staples are, 


_ of: course, important in any buying 


program. 

Note, in these new types, the dom- 
inance of the high ‘tongue. Call it a 
jodhpur pattern, a peasant shoe, monk, 
colonial, Empire, Empress Eugenie, or 
what not—the tongue treatment is the 
favorite new device to give streamline 
height over the instep ... the most 
typical 1935 shoe silhouette. 





BOOT AND SHOE RECORDER, May 18, 1935 

















A NEW LINE OF SMARTLY-STYLED 


AIR-TRED 
SHOES 


To Retail at 


BH 00 


A Profit- Making Companion for 


the Regular Air-Tred $6.50 Line 


NEW LASTS © NEW PATTERNS @© NEW LEATHERS © NEW SALES APPEAL 


A great new line of high-styled welt shoes to 
sell for $5 is announced by Ault-Shackford 
as a companion line for the present $6.50 
Air-Treds. 


Wonderful new lasts. Smartest and most 
modern patterns. Marvelous new leathers. 
In addition, all of the famous Air-Tred 
health and comfort features! Features that 
most women demand—that every woman 
wants. All at a new low price with real 
profit for you. 


Write for complete information about this 
new $5 Air-Tred line. Let us tell you the 
full story of Air-Tred’s cooperative mer- 
chandising plan that helps you sell shoes 
right in your store. 








Here are the famous 


AIR-TRED FEATURES 


. The springy, buoyant Air-Tred Air-cell 


Cushion between the outer and_ insole 
makes every step like “walking on air.” 


. The Air-Tred Arch Pillow fits gently 


under the arch, giving comfortable and 
healthful support to this vital part of the 
foot. 


. The Air-Tred Air-cell Cushion in the heel 


helps absorb the shocks of walking on hard 
surfaces or prolonged standing. 





AULT-SHACKFORD SHOE CO. 


Auburn, Maine 
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Summer sport shoes need heel protection. “Pyraheel” is scuffies:. 


Tr active boys dada 


Scuffless heels in “PYRAHEEL” 


HOES get the hardest wear in the sum- 

mer. Sand, turf, pebbles and city pave- 
ments make ruinous inroads on the heels of 
the nicest shoes. Du Pont’s “Pyraheel” is 
the answer to this shoe problem. It will not 
scratch or scuff or mar. Every day, more 
and more women are depending on “Pyra- 
heel” for protection against scratched, 
scuffed heels. This long-wearing heel cover- 
ing is used by many manufacturers through- 


Wit 


ND 


out the country today. “Pyraheel” is 
available in all the smartest textures—dull 
and shiny kid, patent, calf, pigskin effect, 
built-up leather, etc. If you haven’t scuff- 
less heels on the shoes you sell, let us tell 
you how to get them. Write to Du Pont 
Viscoloid Company, Empire State Build- 
ing, Department 25, New York City. Or 
specify Du Pont scuffless heels on your next 
order for shoes. 





806. u. 5. Pat. OFF 


PYRAHEEL 


REG. U. S&S. PAT. OFF. 


MAKES SHOES 


EASIER TO 


SELL 
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WAR NTN O; | corr a: msus 


De misunderstand the effect of the recent patent decision. This decision 


























dealt only with that one of our patents which was obtained nine years ago 


in 1926 and which was for a shoe construction and not for a method at all. 


The decision in no way involved our method patents and anyone who uses our 


protected methods without license from us is liable in damages for infringement. 


Check it up yourself: Here is one of the claims of one of our method patents, 


No. 1,988,281, which was granted in January, 1935. 





“In shoe making methods, that improvement which includes 
rounding a full*sole from suitable material; temporarily depress- 
ing a central area of the ball portion thereof; then, while the 
sole is thus depressed, continuously splitting the sole above the 
depressed area to obtain a perforate insole therefrom; lasting a 
shoe upper fo the insole in secured relation, and replacing said 


sole in its original relation to the insole and securing it thereto.’ 


We invite all manufacturers making or contemplating the manufacture of single- 
sole shoes to carefully investigate our patented process with a view to obtaining 
a license from us. We likewise warn against the infringement of our patent rights 


which we intend strictly to enforce. 


Del-Mace sHor PROcEss corP. 


304 EAST 457" STREET «© « NEW YORK CITY 
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HOWARD V. STEPHENS, JOHNSON-STEPHENS & 
SHINKLE SHOE COMPANY 


“We have been successful. with Del-Mac con- 
structed shoes from the first day we showed 
them to the trade. This process has materially 
improved our extreme sandal types and eve- 
ning slippers. We believe it to be the best 
construction for these types and we should 
use no other.” 


@ 
M. WOLF & SONS 


“Shoes which we have been manufacturing 
under the Del-Mac System have been well re- 
ceived and our production of Del-Mac shoes is 
constantly increasing.”’ 

e 


MAJOR J. E. RAYNE, H. & M. RAYNE, LTD. 


“The sale of Rayne’s Shoes made by Del-Mac 
process has surpassed our most sanguine ex- 
pectations. Unhesitatingly predict your process 
will inaugurate a new era of shoemaking in 
England. Jubilee greetings.’’ 











HERE ARE A FEW LAST-MINUTE FLASHES 









GEORGE C. WILLIAMS, TILLEY-WILLIAMS, LTD. 


“We are proud to be able to boast of being 
the first of Canadian shoe manufacturers to rec- 
ognize the merits of Del-Mac made shoes and 
must say our experience during the past year 
has proved to us this is the only method of 
making flexible high-grade footwear. We have 
yet to hear of a dissatisfied customer. After 
the first sale they sell themselves.’ 





5. HIRSHBERG, GRAND SHOE CO. 


‘Flexibility has been the problem of all manu- 
facturers making medium-priced cemented shoes. 
We believe the Del-Mac process has solved this 
problem. With this process medium-priced ce- 
mented shoes can be made as flexible as turns.” 


J. M. CONNELL, J. M. CONNELL SHOE CO. 


“Customers amazed and enthused over flexi- 
bility of Del-Mac. welts.”’ 





























MACHINERY FOR THE PRACTICE OF THE DEL-MAC ONE-STEP METHOD IS MANUFACTURED EXCLUSIVELY UNDER OUR lic 
DEL-MAC AND DEL-WELT* LICENSEES 

Avon Shoe Co., New York Craddock-Terry Co., Lynchburg, Va. *Florsheim Shoe Co., Chicago, Illinois “Jol 

*Frank Barber Shoe Mfg. Co., Long Island City, N. Y. *J. M. Connell Shoe Co., South Braintree, Mass. Andrew Geller Shoe Mfg. Co., Brooklyn, N. Y. Jot 

Clark Shoe Co., Auburn, Me. rage nde pala aati Grand Shoe Company, Haverhill, Mass. . 

Colella & Leighton, Shoemakers, Lynn, Mass. Elbee Shoe Mfrs. Co., Brooklyn, N. Y. Gregory & Read Co., Lynn, Mass. “e 






Colonial Shoe Co., Jersey City, N. J. *Feder-Gregg Shoe Company, Cincinnati, Ohio *Grossman Shoes, Inc., Brooklyn, N. Y. 
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Mechs Oh! 


FROM THE TRADE ITSELF — READ THEM! 


H. M. READ, GREGORY & READ CO. 


“‘We are enthusiastic about our Del-Mac process 
stitched shoes. They are flexible and comfort- 
able and have given us an entree to certain 
accounts which we otherwise would have been 
unable to contact. We think the Del-Mac process 
if made stitched is the last word in shoe- 


making.” 
@ 


ELBEE SHOE MANUFACTURERS CO. 


“Congratulations on your victory. The response 
from our trade on the Del-Mac construction has 
been overwhelming. We believe in Del-Mac as 
the future of the shoe industry.” 


@ 
FEDER-GREGG SHOE CO., INC. 


“Del-Mac System in manufacturing welts is a 
decided step forward. We believe it will meet 
with the immediate approval of our trade and 
the women who are accustomed to wearing 
pedestrienne shoes.”’ 


KARL M. STONE, STONE SHOE COMPANY, INC. 


“Three cheers and one cheer more for the 
‘Del-Mac process’. Since its adoption by us, 
we have created a sensation in the Shoe [n- 
dustry and have sold thousands of pairs of 
high-grade daytime and evening shoes, hostess 
sandals and mules to leading shoe retailers 
throughout the country with not a single com- 
plaint. Its success and acceptance is indicated 
by many compliments and reorders we have 
received from our customers.’ 


e 
LLOYD SHOE CO. 


“The increased flexibility of the Del-Mac shoe 
permits flexing of the foot which insures health 
and comfort to the wearer.” 


S. RAUH & COMPANY 


“Have found Del-Mac process very satisfactory. 


Customers well pleased with shoes made on 
this process.”’ 


LICENSE BY THE UNITED SHOE MACHINERY CORP. AND IS MADE AVAILABLE BY USMC TO DEL-MAC LICENSEES ONLY 


DEL-MAC AND DEL-WELT* LICENSEES 


*ulian & Kokenge Co., Columbus, Ohio 
Johnson - Stephens & Shinkle Shoe Co.,’St. Louis, Mo. 
Kleven Shoe Company, Spencer, Mass. 
lavalle, inc., New York City 
liberty Shoe Co., Lynn, Mass. 


Lloyd Shoe Company, Ripley, Ohio 
The Menihan Co., Rochester, N. Y. 
Milchen Shoe Co., Lawrence, Mass. 

$. Ravh & Co., New York City 

H. & M. Rayne, Ltd., London, England 


Schwartz & Benjamin, Brooklyn, N. Y. 

Stone Shoe Company, New York City 
Tilley - Williams, Ltd., Toronto, Canada 

Tupper Slipper Corp., Brooklyn, N. Y. 

M. Wolf & Sons, Inc., Brooklyn, New York 
Wolff-Tober Shoe Mfg. Company, St. Louis, Mo. 
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“What an Umpire !" 


“Yes. Vll bet he doesn’t even 
know that Surpass is tanning 


BROWN and BLUE now, as 
well as Black !“ 


Selection of the raw skins for tannage of our BROWN and BLUE 
Glazed Kids is entirely independent, and in no way affects our pro- 
duction of Black Glazed Kid. We mention this, because it is an in- 
teresting fact, partly explaining the success of our colored Glazed 
Kids, that the skins used for this Brown and Blue Kid are of carefully 
selected, special stocks. The exact tone of color in the skins, of course, 
is all-important. The profits of retailer and manufacturer alike depend 
on the fact that this tone is in step with current fashions. But with the 
modish appeal of Surpass Brown (color #41) and Surpass Blue (color 
#13) goes this character of leather, this promise of customer safis- 
faction, and this maintenance of Surpass uniformity that gives shoes a 


sales-appeal that customers find it hard to resist. 


SURPASS 


BROWN (4) 


AND 


BLUE 


as well as BLACK 


% Shoe Manufacturer 


% Shoe Retailer 
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. Capturing the Public’s 
Imagination 


[CONTINUED FROM PAGE 22] 


We had occasion, the other day, to see the silliest 
little thing in the world sell in the million unit class. 
It was, believe it or not, a knit stocking to put over a 
drinking glass to prevent its slipping on a card table 
or dripping. You may term it a silly little gadget but 
it is bringing real prosperity to an erstwhile hosiery 
mill. 

Let’s harness the stream of imagination to the ma- 
chinery of trade. The same young man who spends 
a “bored day” at a factory or store is often the life of 
the party in his eight hours of leisure following work. 
Teach him to be “the life of trade” during the work 
hours. 

High compliment can be paid to the automobile 
industry for capturing the imagination not only of the 
public but the spirit and enthusiasm of its own work- 
ers from the machinery to the final sales person. The 
same enthusiasms can be developed in shoes. Let’s 
stimulate imagination for goods. 


"Nick" Carroll in California 


PasaDENA, Cauir.—‘“Nick” Carroll, widely known 
shoe designer and a director of The Footwear Design- 
ers of America, formerly with such manufacturers as 
Tull-Gordon of Brooklyn and the Gold Seal Shoe Corp. 
of Lynn, Mass., has recently taken a position as super- 
intendent and stylist for The Pasadena Slipper Co. at 
Pasadena. 

In explaining his move to the west coast, in addi- 
tion to the fact that he likes perpetual sunshine, “Nick” 
states that he sees a big field in southern California in 
the manufacture of certain types of shoes, most espe- 
cially in sandal footwear both dress and sport. He 
likewise sees a big future for shoes of the “slacks” type. 

“The only problem in southern California,” says 
“Nick,” “is the limited amount of skilled labor that 
is available, but that situation will gradually correct 
itself. There is a certain magic in the word ‘California’ 
that has a commercial value as well as an aesthetic 
value. I feel that I am here for keeps. My family is 
still in New York City, but will come out later.” 


Department Enlarged 

Los ANGELES, CaLiF.—Due to a rapid increase in 
business, the basement shoe store of The Columbia, 
large Los Angeles department store at Ninth Street and 
S. Broadway, has been increased in size 30 per cent 
both in shelving, floor space and in stock. Ben Willens, 
buyer, reports most encouraging gains in both the base- 
ment and street floor stores. 
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Good Windows Build 
Business 


PASADENA, CaL.—Leed’s Shoe Store has been in 
Pasadena only a few months and already is doing a 
volume business with all the chairs crowded. The man- 
ager, Mike Zalben, states that windows have first credit 
for the results obtained. 

“An elderly lady coming in the other day told the 
story pretty well,” says Mr. Zalben, “when she said, 
‘I always feel safe when I am at the corner of Colorado 
and Garfield Streets, for your store lights up the entire 
intersection. I do not feel exactly safe on any other 
corner in town.’ 

“There is the first chapter of the story—an almost 
unlimited amount of light. We have a corner location 
and are using 55 two-hundred-watt lamps, far more than 
any neighboring store is using. Having a corner loca- 
tion makes us conspicuous for at least one block in two 
different directions. 

“Then there is the matter of flowers and color. We 
believe in pastel shades and in an abundance of flowers. 
The flowers that we use here are in keeping with the 
season. We have great, tall imitation vases and like to 
use great, spraying bouquets. We usually center each 
unit with such a vase. Each unit is a sight for sore 
eyes. We are long on silk for backgrounds and like 
draped and pleated effects. We build our displays 
from low to high and believe too much crowding spoils 
the effect. We have found dogwood sprays especially 
effective for beautifying these units during the Spring 
months. . 

“A mere display of shoes of a certain material is not 
enough, but the proper atmosphere must be built into 
each display group in this store. For instance, when we 
were promoting lizard trim a while back we used ten 
complete skins to dress the tops of the standards on 
which the shoes were placed, and the matching bags 
were placed with careless appearance at the base. 

“The proportion of window display space to floor 
space is much greater, I assume, in our store than in 
any shoe store in town. Being a corner location, there 
is room for a large island, giving a very glamorous 
appearance to the whole. 

“Although we are featuring popular-price shoes, we 
have our share of wealthy customers and have had our 
benefits from the racing season at Santa Anita. I feel 
that it is the very tasty appearance of our windows that 
first has caught the eye of such people.” 


A four-eyelet tie with round toe and featuring square 
ventilators at the margin of the lace stay, with two 
delicate rows of stripping outlining the tip—fox and 
quarter boundary—is going over splendidly in Los 
Angeles in various combinations, including grey 
gabardine with dark grey silk kid stripping, white buck 
with blue, white buck with brown, all-over white buck 
with kid stripping, and all-over blue kid with blue braid 


stripping. 
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when HEADWORK 
Pienemann FOOTWORK 


Are you aware of the fact that younger men 
and college men need industrial type shoes? 
Thousands of them have to go into some form 
of industrial work, usually factory or outdoor, 
as there are not enough white collar jobs to go 
around. They require narrower lasts. We help 
you to serve them, and with a profit! A section 
specializing in ‘‘The Shoe for the Job” will in- 
crease pairage and profits. 


less pattern, Drill lined vamp, . 
Half grain eee, Grain leather - 

insole, Inside lea. top band, Two Se ¢\ 
full leather soles, Rubber heel. ‘ 
In-Stock A-E, 6-12. * 


No. 900—Choc. Elk Welt. Seam- ( 


No. 905—Choc. Elk Welt. Blucher. 
Drill lined vamp and quarter, 
Half grain gusset, Grain leather 
insole, Inside lea. top band. Two 
full leather soles, Rubber heel. 
In-Stock A-E, 6-12. 





CHIPPEWA SHOE MANUFACTURING COMPANY 


CHIPPEWA FALLS WISCONSIN 


In Stock A to E 
Catalog on Request 
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PUMP BY ENDICOTT-JOHNSON; 
DISPLAYED ON FLEX-TO-FIT 
FAIRY LAST. 


Shoes displayed on Fairy Forms, in 
your windows and on your counters, 
will be a real sales stimulus. 


Because Fairy Forms bring out the style 
and smartness of each shoe so that no 
feature of design or fit is obscured in 
any way. 

Your shoes will look as smart as they 
really are and your customers will buy 
without hesitation. 


There is a wide variety of Fairy Forms 
suitable for every type of shoe, and they 
are available in all the popular colors. 
Plan now to make your shoe display 
smarter than ever before. 


SHOE FORM CO., Inc. 


AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 


Northampton Paris Frankfort 
England France Germany 
Melbourne, Australia Mexice City, Mexico 
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Shoe Market Will 
Point of 


Recorder Field Editor Bases 
Conclusion On Wide Observation 


Los ANGELES, CALIF.—When I left on this trip, | 
had several preconceived opinions which have been 
rudely upset during the past six months. I didn’t know 
that I had these convictions until certain things 
happened. 

For one thing, I felt that the men’s sport shoe mar- 
ket had reached what was, to all purposes, a real point 
of saturation, as far as developing new business was 
concerned. I now find that there are thousands of 
young fellows who have never worn a pair of sport 
shoes, but who intend, by some hook or crook, to have 
a pair this year. Most of these are farmer boys who 
have not had the money to buy new shoes in the past 
few years. I have talked with many of these boys as 
I have met them in big city hotel lobbies where they 
had come to F.F.A. (Future Farmers of America) 
meetings and to stock shows. 

Can you imagine a man, much less a genuine cowboy 
riding in 65 to 150 miles just to buy his first pair 
of sport shoes? The riding is done in a smart Ford 
or Chevvie, not on a pony. I saw that in San Angelo, 
Texas. 

Why, man, the market on new shoes or new ideas 
in shoes will never be saturated!!! 


* * * 


I have been in towns where the retail shoe business 
was about four below zero, but some one shoe man 
was doing a remarkable business, just because he had 
the right idea and was pouring himself into it. 

There never was a time when the human equation 
in shoe retailing was as important as it is at present. 

Stores that have lifted themselves out of some pretty 
bad messes are the ones that have had the right char- 
acter background and that have developed their per- 
sonality. 

An outstanding example: Three years ago, that was 
in 1932, if you remember what conditions were then. 
two brothers, Paul and Jack B. Zimmerman, left thei: 
jobs in a little Virginia town to drive across the coun- 
try for the Olympics in Los Angeles. Neither of them 
had ever been in a good-sized town in their lives, to 
say nothing of a city. They arrived in a town the; 
had never heard of before, one noontime. This wa- 
San Antonio, Texas. By nightfall, they had made 
arrangements to go into the shoe business and open a 
juvenile shoe store. 

Out of the surplus they made in the years 1932 and 
1933, they opened.a women’s shoe store. There were 
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Never Reach the 
Saturation 


By HARRY R. TERHUNE 


plenty of shoe stores in San Antonio, but these two 
brothers, by using simple common sense business prac- 
tice of buying good shoes and fitting them right, as 
well as injecting their own personality into the shoe 
business, have built up a wonderful, good trade. They 
have five clerks in their juvenile store and eight in 
the women’s store. 

In this city here, the Robinson shoe department was 
operating as a high grade conservative, four-man shoe 
department until they hired Paul Kirsh as manager. 
Today this is one of the outstanding shoe departments 
in the city with nineteen men on the floor. It was just 
the personality that Kirsh put into this job that gave 
it the needed lift. : 

Places selling shoes which are doing a major job, 
are for the most part established firms who have had 
the courage and foresight to do these things: 

Stick to recognized quality. 

Recognize that quality can be had in $5.00 shces. as 
well as in $15.00 ones. 

Carry good substantial, well balanced stocks. 

Impossible to sell goods not on the shelves. Fit is 
as important as quality. 

Modernize store. 

Cheerful bright surroundings make good merchan- 
dise look its full value. 

Operate on a simple honest basis that begets con- 
fidence. 

One little example, the growing demand that all 
shoes be marked in plain sizes, is a sample of current 
thinking. 

Publicize the store. Newspapers and windows tell 
all the angles of “why” the customer should buy the 
goods. 

Those manufacturers who have stuck to this same 
way of doing business, i.e., on a simple honest basis, 
are the ones who are the most quoted and sought after 
by the retailers. 

The retailers know full well those manufacturers 
who have several prices and those that have only one 
and stick to that; they know the ones who in many 
cases actually permitted them to stay in business; they 
know the ones who “pull” lines away on the slightest 
provocation. 

There is no retailer with whom I have talked who 
has had an easy time of it during the past five years. 
The point is this, they are intending to be mighty 
careful of their sources of supply, they are looking at 
the reputations of manufacturers much more closely 
than they are looking for places to buy shoes at ten 
cents a pair less. 





Why 1683 Shoe Store Managers 


CONSULT MOHAWK’S 
ADVISORY SERVICE 


Mouawx is solving the floor covering 
problems of 1683 Shoe Store managers through the agency 
of the Mohawk Advisory Service, which cooperates intelli- 
gently with managers and architects in producing the most 
beautiful and lasting effects at highly reasonable costs. There 
is no charge for this service. 


MORE BEAUTY—Mohawk is able to offer you the most 
beautiful line of rugs and carpets, we believe, on the market 
today. In solid-color Broadlooms, there are 27 colors from 
which to choose. In patterned carpets and rugs, there are 
hundreds of lovely designs. 


MORE DURABILITY—Every yard of floor covering in the 
Mohawk Line is woven of long staple, Virgin wool, which 
means unsurpassed durability. All are dyed with fadeless dyes, 
tested and re-tested for their power to retain the origi.al colors. 


AT NO HIGHER COST -—You will find that Mohawk floor 
coverings are obtainable at costs which are well within the 
popular price range. Mohawk’s great production capacity 
and fifty-year experience permit you to enjoy all the 
economies of manufacture. 


Note the special offer of the valuable Mohawk ‘‘Hand-Book 
of Rugs and Carpets’’, sent to store executives on request. 
Let us cooperate whenever you have a floor covering prob- 
lem. Wire us collect for a Mohawk representative to discuss 


your problems with you. 


-———— FREE TO STORE EXECUTIVES 


The Mohawk “‘Hand-Book of Rugs and Carpets” is considered by the 
industry to be one of the most thorough and valuable books on soft 
floor coverings. Contains chapters on the proper selection of floor 
coverings, quality and how to measure it, on economy, on the best 
use for each of the weaves, and a discussion of each of the weaves 
in layman’s language, on the care of floor coverings—what to do for 
crushed pile, how to remove grease spots, what to do for holes and 
burns. Costing thousands of dollars to compile and publish, this 
book is yours free. Write for it today on your executive letterhead. 











MOHAWH CARPET MILLS 


GENERAL SALES OFFICE: 295 FIFTH AVE., NEW YORK 


REGIONAL SALES OFFICES 


Atlanta Boston Chicago Dallas Denver 
Des Moines Detroit High Point Los Angeles 
Philadelphia San Francisco Seattle St. Louis 

1935, Mohawk Carpet Mills, Inc. 
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One of the most feminine 


Ya. Glazed kid No.8 


some seasons is this new White’s perpetual popularity is even greater this year because 
model of a high riding ox- . al las lie 9 
ford—designed by R. J. of the definite trend toward greater femininity in women’s 
Jewett, of the R. J. Jewett wear. Such fine designs as Mr. Jewett’s will still further in- 
Shoe Pattern Company, ° ° P oa 
=a ey = tals iy <n crease that popularity. The tailored lines plus the oon 
used Amalgamated White ery effect of the treatment strike a new and appropriate fash- 
Glazed Kid as the most ion note in white kid footwear. We are glad he used Amal- 


a gamated White Glazed Kid in this creation. 


Remember— Amalgamated Glazed White is tanned white, a 
permanent white that does not turn yellow, résists soiling and 
cleans easily. The process retains the natural grain of the 
finest kidskins. 

Kid shoes contribute to comfort, poise, the graceful lines of 
the body —and youthful lines of the face. 


AMALGAMATED LEATHER COMPANIES, INC. 
84 Gold Street, New York Wilmington, Del. 


malgamated | 


When writing advertisers please mention Boot and Shoe Recorder 
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What's Doing In the Shoe World 


SATURDAY, MAY 18, 1935 





Shoe Men Hail Single Show Plan 


Approval of One National Show Expressed by Trade 


Leaders Interviewed 


New YorkK.—General enthusiasm for 
the unification of national shows fol- 
lows the ratification of this plan by 
the National Shoe Retailers Associa- 
tion and the National Boot and Shoe 
Manufacturers Association. Under the 
sponsorship of both associations, the 
next national show will be conducted 
under joint business management by 
the committee of ten—James E. Wall 
of the Wall-Streeter Shoe Company of 
North Adams, Mass., as chairman of 
the manufacturers committee and 
Harry E. Fontius of the Fontius Shoe 
Company of Denver, Colo., as chair- 
man of the retailers committee. 

The first meeting of the committee 
will be held in Cleveland on May 22nd 
and will be in the nature of a prelimi- 
nary study of the management, co- 
operation and participation of the in- 
dustry in the show scheduled between 
January 2nd and 15th, 1936. After 
years of conflict and duplication, the 
new harmony between the manufactur- 
ers and retailers was largely developed 
by James E. Wall, chairman of the 
original committee; and Harry E. Fon- 
tius, representing the retailers. Mr. 
Wall’s enthusiasm for unification is 
expressed as follows: 

“We have reached a point in the eco- 
nomic life of the industry where it is 
necessary for us to look at shows from 
a practical viewpoint. Our industry 
cannot afford the expense of a duplica- 
tion of effort, running into tens of 
thousands of dollars, when all that is 
necessary is to find a point of common 
interest and thereby developing one 
show for one industry at one time. 

“I am pleased with the happy fruition 
of the pioneering committee’s efforts 
and I think the industry as a whole 
will endorse and encourage one na- 
tional show. The accord developed by 
this move will result in closer friend- 
ships between manufacturers and mer- 
chants in their every day contacts— 
for the problems of distribution are of 
as much concern to the manufacturer 
as the efficiency of production. We 
now can do a better collective job in 
the interest of the American public we 
both serve.” 


for Their Reaction 


Chairman Harry E. Fontius of the 
retailers’ committee says: 

“Regarding cooperative plan for 
holding one show in January, the ad- 
vantages to the trade are the saving 
of time and money—to both manufac- 
turer and retailer—particularly to the 
retailer as he will see all lines at one 
convenient convention city. It will 
also promote a mutual understanding 
between both associations.” 

President M. A. Mittelman of the 
National Shoe Retailers Association 
wires: 

“Harmony and cooperation which 
has been lacking for many years, one 
advantage of allied show. New interest 
by retailer, manufacturer and tanner 
should produce biggest show ever held. 
Peace always encourages and attracts 
all factors. Enthusiasm created by 
victory on both sides in my opinion 
will produce largest attendance.” 

George B. Hess of the retailer’s com- 
mittee says: 

“Two groups as mutually interde- 
pendent as shoe manufacturers and 
shoe retailers are bound to profit now 
that a cooperative show has been ar- 
ranged. Plans can be hatched to really 
meet the challenge expressed by Percy 
Foerderer at the recent style show. 
Real saving should be effected for every 
branch of the trade.” 





FOOTPRINT EXPERTS TO MEET 


Los Angeles, Calif.—The International Foot- 
print Association is to meet in this city just 
prior to the scheduled annual meeting of the 
California Retail Shoe Dealers Association. 
More than 600 delegates are expected to at- 
tend the footprint meeting. 

This group, according to Chief of Detectives 
Taylor, president of the association, is in- 
terested in the promotion of a friendly co- 
operative spirit among the various law en- 
forcement aq and is posed of chiefs 
of police, sheriffs, judges, Federal officials 
and scores of business and professional men. 
The local committee in charge of the retail 
shoe convention is planning to use such of 
the findings of this convention as will interest 
shoe retailers in their line of work. 








Production Shows Drop 
from 1934 for Month of March 


WASHINGTON, D. C. — Total produc- 
tion of footwear in factories reporting 
for the month of March, 1935, showed 
an increase of 10 per cent from Febru- 
ary, 1935, and a decrease of 6.8 per 
cent from March, 1934, according to 
figures just released by the Census Bu- 
reau. The production for March, 1935, 
increased to 33,119,058 pairs from 





MILLIONS OF MARCH , 1935 
PAIRS 
“8 
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February production of .30,107,181 
pairs, but decreased from the corre- 
sponding month of last year, when the 
total was 35,554,017 pairs. 

The first three months of this year, 
with a total production of 92,223,872 
pairs, showed an increase of 0.1 per 
cent over the corresponding months of 
last year, in which 92,128,317 pairs 
were produced. 

Men’s dress shoes, with a March, 
1935, production of 6,070,980 pairs, 
showed an increase over February, 
1935, production of 5,567,987 pairs and 
March, 1934, production of 5,978,895 
pairs. 

Men’s work shoes, with a March, 
1935, production of 2,038,793 pairs, 
showed an increase over February, 
1935, production of 1,999,234 pairs, 
but dropped below the March, 1934, 
total of 2,694,015 pairs. 

Women’s shoes, with a March, 1935, 
production of 13,606,728 pairs, showed 
an increase over February, 1935, 
amounting to 12,631,200 pairs, but de- 
clined from March, 1934, when the 
production was 14,082,808 pair® 

[TURN TO PAGE 58, PLEASE] 
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The lightness of the Celastic Box Toe 


makes it ideal for the Summer-weight shoe. 


Celastic is flexible across the tip line and 


eliminates loose and wrinkled linings. 


Shoes equipped with Celastic Box Toes feel 


better, look better, and wear better. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





THE QUALITY BOX TOE 


i. bl ds to * 3 } is a wa 


When writing advertisers please mention Boot and Shoe Recorder 
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Windows That Tell a Shoe Story 


CHICAGO — Milton D. Marnitz, shoe 
manager of Lane Bryant’s Wabash 
Avenue store, is a firm believer in the 
sales value of special window displays 
that tell a story. A complete section of 
stock shelves was reproduced in the 
window during Foot Comfort Week, 
May 1 to 4, and filled with empty boxes 
cut down to four inches in length. Two 
full length boxes were stuck in at the 
proper height with a shoe sitting on 
one. A life size wax male mannikin 
dressed in the traditional professional 
chiropodist’s jacket stood before a 
seated woman customer, while the wax 
imitation of a salesman was seated be- 
fore the two. The imitation chiropodist 
held a shoe in each hand, the entire 
scene depicting without words the act 
of the chiropodist describing the value 
of being properly fitted with corrective 
shoes. A large card briefly announced 
that Byron Schindler, New York shoe 
expert, was in attendance. 

Mr. Marnitz said that several cus- 
tomers mentioned having been drawn 
into the store by the window display, 
with its implied suggestion of foot com- 
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fort. He says that simple windows that 
speak for themselves are the best. 
“People today do not take the time to 
stop and read a lot of printing, or try 
to decipher a complicated layout, but 
must be attracted by a display that 
will catch and hold their attention on 
the run,” he says. 

“We find,” says Mr. Marnitz, “that 
women who are once sold on the idea 
that it pays ‘to buy corrective shoes 
always come back for more. They also 
return to purchase their dress and 
sports shoe requirements. We _ take 
great pains to sell customers on the 
value of always wearing the same last, 
regardless of the style of shoe wanted. 
The result of this painstaking policy is 
that approximately 70 per cent of cor- 
rective shoe customers either buy an 
extra pair of dress shoes at the time 
of the original purchase, or come back 
later for a pair. We have keen selling 
an average of 35 per cent of whites 
since March 1 by the same sales policy, 
and now that warm weather has defi- 
nitely set in, that percentage has 
jumped tremendously.” 





John J. Duddy Joins 


Bayer-Robertson 


NEw York — John J. Duddy, well 
known in the leather trade, has joined 
the selling force of the Bayer-Robert- 
son Leather Corporation. 

From 1900 to 1903, Mr. Duddy was 
with Palmer & Smith Co., Newark, 
N. J., tanners of bag, case and strap 
leather. He left their employ in 1903 
when the firm moved from Newark. 

From 1903 to 1917, he was with the 
Standard Leather Co., Newark, N. J., 
tanners of alligator, seal and walrus 
leathers. In 1912 they consolidated with 
Bertin Bros., West Farms, New York, 
tanners of alligator skins under the 
name of Bertin-Mason Co. Mr. Duddy 
held the office of vice-president and was 
in charge of sales department. 

In July, 1917, he was appointed 


works inspector of leather with the 
ordnance department of the United 
States Army at Washington, later be- 
ing assigned to the Philadelphia and 
New York districts. In October, 1917, 
he enlisted in the Officers Reserve 
Corps and was commissioned 2nd Lieu- 
tenant of Ordnance. On December 4, 
1917, he was commissioned 2nd Lieu- 
tenant Quarter Master Corps, United 
States Army, and assigned to the staff 
of General Wilkins, commanding officer 
of Zone No. 1, New York. 

Following his discharge from the 
Army, Mr. Duddy joined the selling 
staff of the Specialty Handle Mfg. Co. 
of Newark, covering the trunk, bag and 
suit case trade. On December 1, 1920, 
he joined the selling force of Max 
Hertz Leather Co. of Newark, N. J. 

Mr. Duddy is a member of Shoe Club 
of New York and American Legion 
Post No. 10, Newark, N. J. 


No. 259 Hand Turned, 
Black Kid, Gray 
Sheep Lined. 13/8 
Heel. A-D......$2.40 


AROUND the CLOCK 
AROUND the CALENDAR 
there’s always 


a sale—always 
a profitin... 


TRADE MARK 


Made right—priced right— 
delivered promptly from 
stock—your Kush-In-Eze in- 
vestment is a steady profit 
producer. New Catalog and 





Price List on request. 


No. 254 Hand Turned, 
Black Kid, Gray 
Sheep Lined, 14/8 
Heel. A-D $2.40 


No. 202 Hand Turned, 
Black . Gray 
Sheep zined, 12/8 
Heel. AAA-EE. .$2.00 


5% CASH DISCOUNT 


VAUGHAN -TOWLE CO. 


DIVISION OF 
L. B. EVANS' SON CO. 
| @ WAKEFIELD MASS. @ 
























BOOT AND 





1935 


SHOE RECORDER, May 18, 









IN 
STOCK 


PREPARE FOR 





CAMPUS 





THE BIGGEST 


America’s Largest White 


In Stock Dept. 


Is Prepared to Fill the Demand 
We stock a complete line of Gold, Silver and Fabric Evening Sandals 








R1480 White Kid ............. 2. 
R4580 White Linen ........... 1.85 
42 Last, Medium Toe, 19%/8 

juis Heel 
AAA te C Widths 


47 Last, Medium Toe, 
15/8 Cuban, Heel 
AA te C Widths 


(25c Service Charge on 





839 Last, Med. Narrow Toe, 
15/8 oan Heel 
AA te C Widths 


Terms 2% 10 days. Net 30. F. O. B. Factory. 
Orders Less Than 3 Pairs) 


HANNAHSON’S, HAVERHILL, MASS. 





MARCEL 





Send for Our New Summer 


WHITE SEASON 





IN 
STYLE 


Bulletin 








R1137 Genuine Silver Kid...... $3.35 
Ri483 White Kid ............. 2.10 RISI6 White Kid ............. $2.35 
R4583 White Linen ............ 1.85 R4548 White Linen ............ 1.85 
24 Last, Full Round Toe, 72 Last, Narrow Toe, 
1s winter Hoot /3 is Heel 
AAA to C Widths 

RI481 White Kid ..... .... $2.10 RISI9 White Kid ............. $2.35 
R456 White Linen ............ 1.85 R4549 White Linen ........... 1.85 Vani... 





11/8 ate f Heel 
AA te C Widths 





24 Last, Full Round Toe, 


R 
Above shoes also carried in 21/8 R4129 
Louls and 15/8 Cuban heels. R 


IN HISTORY 
























R4543 White Lin 
24 Last, nord Round Toe, 


10/8 Block Heel 
AA to C Widths 

















New Shoe Factory 


LYNCHBURG, VA.—A new shoe fac- 
tory, to be operated by a firm known as 
Hill City Shoe Company, will open 
some time this month fn Lynchburg. 
The industry is financed by Lynchburg 
capital and will manufacture misses’ 
and children’s stitchdown shoes. 

J. E. Carroll of Norwich, Connecti- 
cut, a native of Lynchburg, is to be 
general manager of the factory, which 
will be located at the corner of Twelfth 
and Salem streets. 

The company will start with about 
twenty employees, but this number will 
gradually increase to about sixty, Mr. 
Carroll said. The daily quota will be 
250 pairs of shoes. 

Mr. Carroll has been superintendent 
of Werman Sons of Norwich. He was 
in business in Indiana before going to 
Norwich. 

The company’s lease is for a year 
with privilege of renewal or purchase 
at the end of that time. 


Exhibits Shoe Style Film 


Charles B. Brown, son of Charles 
Henry Brown, the originator of Arch- 
Preserver shoes, has been in Youngs- 
town, Ohio, working with Strouss- 
Hirshberg Co., who are distributors of 
Arch-Preserver shoes in Youngstown. 
While in Youngstown, Mr. Brown will 
also address several groups of women’s 
clubs and present the film, “Five Cen- 
turies of Shoe Fashions,” which was 
prepared by The Selby Shoe Co. 





New French, Shriner Store 


Boston, Mass.—The French, Shriner 
& Urner shoe store has moved from 
its old location at 212 Washington 
Street, to a new location on School 
Street, for many years a favorite street 
for the selling of men’s footwear. The 
store is highly modern in every respect. 
Walls of the display windows are of 
cream-colored material resembling Caen 
stone, and the window floors, mottled 
brown and cream, are of the same mate- 
rial. Wood trim in the windows is of 
walnut edged with chromium. 

A feature of the interior is two 
large, lighted cabinets, set flush into 
the walls and containing a large va- 
riety of men’s hose in lively sports 
patterns, a feature expected largely to 
increase sales in that item. 





Jacob J. Samolsky 


WASHINGTON, Pa.—Jacob J. Samol- 
sky, 73, for 40 years engaged in the 
shoe business here, died in his home 
after a short illness. At the age of 18 
he came to the United States from 
Poland, and resided in Chicago and 
Pittsburgh before coming to this city. 
He was one of the charter members of 
Montefiore Odd Fellows lodge of Pitts- 
burgh and a director of the Jewish 
Home for the Aged in Pittsburgh. 

He is survived by his widow, four 
sons and three daughters. 

Burial was made in Beth Israel 
cemetery, which Mr. Samolsky helped 
to establish. 





Novel Wall-Board Display Units 


Boston, Mass.—An unusually effec- 
tive way of displaying men’s shoes re- 
cently was devised by the Jordan 
Marsh Company of this city. 

Erected in the back of one of their 
large Summer Street windows was a 
vertical panel of wall-board about ten 
feet wide and eight feet high. Into 
this panel had been built eight trian- 
gular shadow boxes, each just large 
enough to hold one pair of shoes. 
Fastened to the panel, above the tri- 
angular apertures, were cut-out figures 
of men correctly garbed for various 
occasions and cut-out script lettering 
telling what the occasion was. Shoes 
shown were for leisure wear, golf, ten- 
nis, sports, evening, hiking, country 
and business. 

Two other stores—the W. L. Doug- 
las store on Washington Street, op- 
posite the Old South Church, and the 
Thom McAn store nearby, at 345 Wash- 
ington Street—used wall-board fixtures 
for large interior displays. The Thom 
McAn display unit was a vertical semi- 
circle carrying shoes, in front of which 
was a flight of steps partitioned into 
bins—each bin containing several pairs 
of brightly colored sports half hose. 
The Douglas unit was a vertical oblong 
panel, about eight feet by five feet, 
set just inside and to the left of the 
entrance door. Oval-shaped wall-board 
units were used in the backs of Regal 
store windows to display men’s shoes 
for town wear, spectator sports, town 
or country and sports. 
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WHITE and PASTEL COCKTAIL 


HANDBAGS sJ00 





‘To Retail at 


50 STYLES Don’t overlook the vast profit and volume possibilities of these 
In Stock new cocktail handbags. In White and in the smartest pastel 
shades Resnick Bros. Ladies Handbags present an exceptional 


For Immediate Delivery ae : 3 
merchandising opportunity for every retailer. 
The bags illustrated are rep- 


resentative of 50 In-Stock Their smartness attracts, their price compels and as the leading 


styles in White, Pastel Blue, ° . 
Pink and ten, Sateen $1.00 retailers Resnick Handbags are an easy extra sale. 


our exclusive Rodalac mate- 


rial. All Resnick Handbags Let us show you the Resnick Line . . . the completeness of it, the 


hable. Y: fel ‘ : eave ece 
pe Nag on Png prt variety, the style! You'll quickly see the possibilities for real 


ment. e volume. 


RESNICK BROS, dies Hondbags Inc 


I370 BROADWAY 


When writing advertisers please mention Boot and Shoe Recorder 
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Population Growth Helps the Shoe 
Trade in Texas Towns 


Intelligent Merchandising, Plus Careful Fitting and Painstaking 
Attention to Condition of Stocks, Enables Merchants to Prosper 


Corpus CHRISTI, TEX.—There are two 
distinct business sections in this old, 
year-round resort town, the downtown 
“main street” where the greater part 
of the retail trade is done, then “The 
Hill,” or up on the bluff, overlooking 
the city and the bay. The hill gets 
many people from out of town as well 
as from a large nearby office building 
and a hotel. 

A Government census of 25,000 seems 
like the making of a fair-sized town, 
especially when the rich surrounding 
black land country is considered. But 
—there are 10,000 Mexicans to be de- 
ducted from this population total, as far 
as businéss for the class of stores we 
are observing is concerned. Most of the 
“Mex” live up on the hill. To see the 
cotton pickers come to town and start 
housekeeping on the sidewalk is some 
sight. All carry a small charcoal stove, 
so at meal time the stove is set going 
on the sidewalk, and the family squats 
down and dines. 


How They Get Stockturn 


Those stores downtown often get a 
complete stock turn of one to three 
times during August and September. 
That is the time of the tropical storms, 
so when the storm warnings are posted 
the stock is all moved to the top shelves. 
This Terry Horn whimsically told me. 
In this way they get first-hand infor- 
mation on their odds and ends, at least 
once a year. 

It is quite the thing for wives to 
work with their husbands in the stores 
here. All sell shoes on the floor, with 
the exception of Mrs. Richardson, who 
does the office work. 

The town has done a lot of growing 
in the past four years, C. M. Richard- 
son said. There are tremendous natu- 
ral resources, with about 19 per cent 
developed, according to some Govern- 
ment figures. When Mr. Richardson 
bought the Brownbilt Shoe Store four 
years ago his main object was to fit 
feet right and grade up the business. 
During these four years he has not yet 
held a sale, and he has seen his store 
grow to where he now has five men 
working regularly with him. 

This store ranks second in the Brown- 
bilt group of stores in the country. Last 
year’s 41 per cent increase in business 
means plenty of hard work for 1935 if 
that record is to be equaled. Right now 
Richardson is selling a lot of $6.50 
men’s and women’s shoes. The store is 
selling four times as many $3.95 as 
$2.95 and three times as many $4.95 as 
$3.95 grades. This store has built a 
big business on end sizes. All the ad- 
vertising stresses the wide range of 


sizes and widths carried. “Richardson 
can fit any foot,” is a slogan used. To 
that end, men’s shoes are carried from 
AAAs to Ds, women’s AAAAAs to D, 
and children’s from AA to D. 

Keeping close tabs on business and 
having a good stock control system are 
the most important things a shoe man 
must do in order to survive, believes 
W. C. Crabb. “I know this to be so, 
for I have worked in other shoe stores 
which had big stocks of out-of-style and 
out-of-season shoes which the manage- 
ment ‘liked too well.’ We must keep 
the stock clean and active; then the 
chances of making money and keeping 
in business are good. 

“Locally, we have our Summer situa- 
tion to meet, just as though we were 
not a resort town,” Mr. Crabb con- 
tinued. “After July 4, $5 Summer 
shoes have about a $1.95 value, so July 


VTE ATT 


UDE'S AN 


422 West Seventh Street 
Street Floor 


1 Fashion Leaders for 


| 


Gude's have them all—blve, 
1 white —white trimmed with 
“1 brown or blue— fabric — kid- 
skin— potent leatKer 
| Spectotor —Toilleur— dressy after 
n00n, foshion with mts flow for the 
utterly beminune — brings 0 revwol ot 
formal, feminine shoes tor day weor 
*] Dutinctive hand bags i smart com. 
plement to Gudes footwear 














Gude of Los Angeles is having tremendous 
success in tieing in his bags with his shoe 
advertising in newspapers. Many people are 
tearing out a shoe and bag which appeals to 
them and bringing the ad in their hand, to 
make sure it is the same. Advertising this 
Spring is getting more direct results than it 
has in several years, so great care is used in 
having drawings exact copies of the original, 
especially as to heel heights and toe widths. 
The reason for all th’s is that most women 
consider themselves to be excellent stylists, so 
when they have gone to the trouble to select a 
certain style, they want that style and no other. 
This greatly simplifies selling on the floor. 
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means the clearing up time of Summer 
shoes and the selling of cheap sandals. 
It is hard to make any money after 
July 4 on quality shoes. August, how- 
ever, is a different story; then the peo- 
ple are hungry for Fall styles. 

Here in Corpus Christi I find that 
the best Easter color is red. This color 
is good the year round, but at Easter 
time it is especially good. Red shoes, 
red cellophane for decorations, red 
belts, red hats, all sell freely. 

In the big Lichenstein store, W. L. 
Dickey is the shoe buyer. “Corrective 
shoes are the backbone of our business, 
but we expect to get our plus business 
on pattern footwear in the medium 
grades,” he says. “The big month in 
whites is just prior to Easter, then it 
slacks off a little for a month and starts 
up in full force until August, when the 
Fall shoes come in play. 

“T say that a forced sale or a shoe 
misfitted is far worse than a lost sale. 
I do not believe in salesmanship as such, 
but I do believe in helping a customer 
get the proper fitting and the proper 
model. Such selling means compara- 
tively few returns. 


More Intense Competition 


With conditions getting better all the 
time, H. E. Barkemeyer looks for more 
competition in the retailing of shoes. 
Not that he expects to see more shoe 
stores start here, for he points out that 
right now there are five exclusive shoe 
stores, eight department and clothing 
stores selling shoes in the center of 
town, to say nothing of the 20 or more 
stores on the Hill handling cheap stuff. 
The competition, as he sees it, is com- 
ing from stores broadening their lines 
and going after business harder. I know 
he has such plans in mind. This is not 
worrying him a bit. 

This is an interesting slant on the 
men’s business from Mr. Barkemeyer: 
“The men’s business is’ slow to build, 
but as it takes less money to operate 
it, it is possible to work up‘a fair trade, 
even though they are carried in nearly 
every store. Men buy shoes in streaks. 
From April to August they are in the 
market for Summer-type footwear; 
then from October to December they 
buy Fall shoes, making a possible six 
months’ active buying period.” 

There are three Horns in the Allan 
Shoe Store which they operate, the 
father and his two sons. In talking 
with them, M. Horn acted more or less 
as spokesman, although Jerry has his 
ideas on windows, advertising and mer- 
chandising, too. They are trying to 
give the best fit, styles and values they 
can for women’s shoes retailing at 
$2.95 and $3.95. 

“It is hard to merchandise a store 
featuring style shoes in a city this 
size,” said Mr. Horn, “but by careful 
operations we do not carry over a hand- 
ful of old shoes. At the same time we 
do not take a loss on any shoes sold. It 
is possible to get cost out of shoes by 
jobbing them off to the country mer- 
chants or those on the Hill. 

“The success of a store depends on 





BOOT AND SHOE RECORDER, May 


the amount of merchandise carried 
over. Unless the stock is cleaned con- 
tinuously, the investment is apt to be 
top-heavy. It is well to know that the 
net profit of a line of shoes is in the 
last box. Merchandise has practically 
no value when the time to sell it is past. 
If we do not have any shoes during the 
usual sale times we just rock along 
without a sale, figuring it costs us so 
much to do business, anyway, and that 
it is less expensive not to have a sale 
than to have one. 


Never Buy Same Style Twice 


“We never reorder on a style, no 
matter how good it is. There is a 
complete stock of shoes in our windows 
now, but in 60 days there will be an 
entirely different set-up.” 

I wonder how many shoe merchants 
have gone to the trouble to figure out 
just what is the dollar and cent asset 
of a first-rate going children’s shoe de- 
partment? W. H. MacPherson, who 
buys the shoes for the A. D. Eidson 
department store, has some interesting 
figures on this score. Most retailers 
who take their children’s business seri- 
ously figure this department as a good 
feeder for the rest of the store. They 
believe that the carrying of good shoes 
and fitting them well will not only hold 
the children’s business, but will bring 
in older people as well. Now to quote 
Mr. MacPherson: “Every time we in- 
crease our children’s business $1,000, 
we will increase our women’s shoe busi- 
ness from $1,500 to $1,800. Not only 
that, but this increased children’s busi- 
ness has an indirect positive effect all 
over the store.” 


Children's Shoe Business 


It is needless to say that the chil- 
dren’s shoe business in this store is re- 
ceiving careful attention from every 
angle. In continuing, Mr. MacPherson 
said: “We know the weakness of chains 
is the poor fitting service they give, and 
their strength is in the debatable point 
of possible lower prices. Every person 
fitting shoes in this store knows the 
anatomy of the foot and is thoroughly 
trained in the art of correctly fitting 
shoes. Furthermore, we seldom change 
our selling organization. 

“Men’s shoe business, I believe, is on 
its way back. We did carry men’s 
shoes retailing at $8 and $10, but 18 
months ago we dropped them. Our 
prices now are $3, $5 and $6. If we get 
a good cotton crop this Fall, regardless 
of the price of the cotton, we will put 
back the $8 and $10 grades. In wo- 
men’s shoes, we are having more action 
in the $6 and $10 lines than we have 
had in four years. Even in a city of 
this size it is possible to get a three 
times turnover on a _ comparatively 
small stock of women’s $10 shoes. Right 
now we are selling five times as many 
pairs of women’s $5 and $6 shoes as we 
are of the $3 grades.” 

Now for a visit to the Hill before 
high-tailing it down the valley. 

In the Cardinal Booterie, Ernest W. 
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Cardinal was happy to report that he 
is selling twice as many shoes this year 
as he sold last year. Most of this gain 
is attributed to having his shoes in 
early. This is a store that specializes 
in women’s footwear. Instead of hav- 
ing a sale in January, Mr. Cardinal 
was showing regular shoes at regular 
prices. Another thing that has boosted 
his dollar sales is that last year his 
top price was $7.50, while this year it 
is $11. And he has been selling good 
shoes consistently. Last year his low 
price was $3.85, and for this Spring he 
has a few at $5.50. Increased prices 
and the selling of one-third more pairs 
in 1935 account for Ris good showing. 
He believes that he is sitting in one of 
the brightest spots on the map, and has 
a real opportunity here to do a quality 
shoe business. 

The Perkins Brothers department 
store opened in 1929 with a good line of 
$12.50 shoes which were a flop. Then 
in the next couple of years they dropped 
to $3.95. Last year their top price was 
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$7.50, and this year it is $8.50, with no 
customer reaction against the change 
in grades. Right now $4.95 is the vol- 
ume price, with the trade looking for 
a lot of fit and style in this grade. Back 
in 1933 most of the trade absolutely 
refused to pay over $5 for a pair of 
shoes, but now they will go to $7.50 for 
a shoe that they particularly want. 

Shoe merchandising in Corpus 
Cristi has its peculiarities, says Na- 
than N. Smith, shoe buyer at Per- 
kins Bros. The Fall season is so short, 
only about three months, that it is hard 
to make any money then. The Fall trade 
starts in September and ends in No- 
vember, with December more or less 
of a clean-up month. Springtime is a 
different story, as with eight selling 
months there is no need of hurrying 
styles out of the store. Last year only 
29 pairs of Summer shoes were carried 
over, against the many thousands of 
pairs that were sold. 

Now the open road again to the val- 
ley. 





Style Ads Clicked in the South 


How the Pollock Stores Planned a Campaign to Create Sales in 
the Smaller Cities 


ASHEVILLE, N. C.—That shoe stores 
in the smaller cities need not take a 
back-seat when it comes to advertising 
the newest style developments is the 
opinion of Ben Pollock of the Pollock 
group of shoe stores. The Pollock 
stores are located in several States 
south of the Mason Dixon Line. 

This Spring, Mr. Pollock and his 
brother Louis, prominent Southern 
shoe retailers, decided that their news- 
paper advertising was going to reflect 
a style appeal that would be convincing 
to the women of the various communi- 
ties where their stores are located. 

Of course, their plans began with 
their shoe purchases. They planned 


various style features and called their 
advertising man in the time the buying 
was going on. This type of shoe repre- 
sented a certain style trend, this one 
was a novelty that looked good for the 
coming season; still another group of 
shoes appeared to be in line for great 
popularity. When the buying was over, 
the Pollock brothers gave their adver- 
tising man one each of the various 
groups of shoes and told him to give 
them advertisements that hit on a up- 
to-the-minute style note in every ad. 

About that time Tree-Bark looked to 
be very good. The first piece of copy 
which was done with appropriate art- 
work used this heading: ‘“You’re Bark- 
ing Up The Right Fashion Tree in 
Treebark Shoes.” In each of the ads 
a smart illustration showing a “fash- 
ion-right” woman was used. 

Then came the great call of the flat 
heeled peasant type of shoe with colors 
galore. But everyone seemed to be 
using the word “peasant” and the Pol- 
locks wanted a name of their own. So 
the advertisement on the Peasant ox- 
ford carried this headline: “The Yokel 
oxford, Goes to town as a Fashion 
Favorite.” This ad showed a new de- 
velopment of the “clodhopper” type of 
shoe which is going so big already 
this season. 

Of course, the new Swirl leather 
came in for one of the ads in this 
smart series done by the Pollock stores. 
This copy was headed “Swirl Shoes, 
made of leather that has a Marcelle 
Wave.” ... The letter on the headline 
was done in a wavy effect to carry 
out the swirl motif. 
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Shoe Dressing 
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DID YOU KNOW 


Ordinary white cleaners are not 
suitable for the new white buck- 
finished leathers such as 


Bean Buck - Bon Buck 
Hikon Buck, etc. 


SHU-PRIM 
NAPSKIN-A 


is made especially for these new tannages 
and has proved exceptionally efficient and 
easy to use. 

Avoid returns and adjustments! Order 


NAPSKIN-A today. 
A special cleaner for 


every type of leather. 
Write for sample or 
trial order of 3 dozen 
assorted at $1.50 per 
dozen. 
oe 
SIGNAL 

CHEMICAL CO. 


791 Tremont Street 
Boston, Mass. | 

















To Organize Coast Sales Force 


New York—F. N. Stewart of Dunde 
Shoe Reshaping Devices, Inc., 13 East 
37th Street, is at present on a trip to 
the Coast where he is to organize a 
western sales force for the firm. 

For the past several weeks, Mr. 
Stewart has been covering the Chicago 
and North Middle West territories with 
the Dunde representatives there and 
he reports that business has been ex- 
cellent. 

Mr. Stewart expects to be traveling 
for several weeks and at the end of 
that time plans to have every section 
of the country covered by representa- 
tives. 


Visits Atlanta 


ATLANTA, GA.—Carl Merrow, of the 
Stacy-Adams Shoe Company, Brockton, 
Mass., was a recent visitor in Atlanta 
calling on the local trade. 


Show Windows Smashed 


ATLANTA, GAa.—Display windows in 
the Edwards Shoe Store, at the corner 
of Hunter and Whitehall Streets, were 
smashed on Saturday, May 4, when a 
motorist, attempting to avoid collision 
with a truck, drove up on the sidewalk 
and into the front of the Edwards 
store. Charges of reckless driving 





were booked against the operator of 
the machine. 
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Walk-Over Veterans Meet in Chicago 









Left to right, at the speakers’ table: Albert G. Isaacs, merchandise manager Chicago group 

of Walk-Over stores; George E. Q. Johnson, former United States District Attorney; Carl H. 

Fliessbach, general manager Chicago group of Walk-Over stores; J. S. Cadwallader, president 
Walk-Over Booster Club of Chicago. 


Cuicaco — The Walk-Over Booster 
Club of Chicago held its first annual 
Gridiron Dinner in the Roosevelt room 
of the LaSalle Hotel, April 24. 

The toastmaster, Carl H. Fliessbach, 
general manager of the Chicago group 
of Walk-Over stores, introduced, as 
guest speaker of the evening, George 
E. Q. Johnson, former United States 
District Attorney. “The Citizen’s Re- 
sponsibility for Law and Order” was 
his subject. Mr. Johnson’s message will 
long be remembered by the small group 
of shoe men. Crime in all of its vari- 
ous phases was traced from early boy- 
hood up through youth to its inevitable 
consequence of imprisonment or death. 
A very definite responsibility was fixed 
on parents who, either through bad ex- 
ample in the home environment or in- 
difference to local law enforcement, en- 
courage crime and permit it to flourish. 
Almost every classification of crime is 
motivated by the same cause—“greed 
for easy money,” Mr. Johnson said. 


A “round robin” roll call of each 
member by Mr. Fliessbach, the toast 
master, developed an interesting fact. 
The average service years for these 
sons of Walk-Over totaled ten and one- 
half years per man. 

Almost twenty years ago the first 
Walk-Over store in Chicago was opened 
under the leadership of C. H. Fliess- 
bach. Today the Geo. E. Keith Com- 
pany is represented throughout the en- 
tire Chicago area. At the same time, 
when the first store opened, the Walk- 
Over Booster Club was organized by 
Mr. Fliessbach, meeting each month 
excepting July and August to promote 
social relationships among the men 
employed. The club’s growth has paral- 
leled the growth of the stores. This 
group of “seasoned veterans,’ with 
more than ten years average service 
records, proves that any organization 
becomes an institution when it goes one 
step further than commercial gain by 
encouraging and building loyalty. 





Dr. Abraham Posner Dies 


BROOKLYN, N. Y. — Dr. Abraham 
Posner, founder and president of Dr. 
A. Posner Shoes, Inc., manufacturers 
and distributers of children’s shoes, lo- 
cated at 140 Broadway, New York, died 
May 8, in Adelphi Hospital, Brooklyn. 
Dr. Posner was seventy years old. He 
is survived by his wife, Rebecca N. 
Posner, two daughters and a son. 

Funeral services were held at the 
Brooklyn Hebrew Home and Hospital 
for the Aged, in which he formerly held 
executive offices, and burial will be in 
Acacia Cemetery, Richmond Hill, Long 
Island. 

Dr. Posner was active in Jewish 
charities in Brooklyn. He was a di- 
rector of the Brooklyn Federation of 
Jewish Charities, a member of the 
board of the Brooklyn Jewish Center, 
and formerly held executive offices with 
the Brooklyn Hebrew Home and Hos- 
pital for the Aged, the Jewish Sani- 
tarium for Incurables of Brooklyn, and 
the Pride of Judea Home for Orphans, 


of Brooklyn. He endowed the Brooklyn 
Jewish Home for Convalescents in 
memory of a son, Jacob D. Posner, who 
died in 1923. 


White Shoes at Princeton 


PRINCETON, N. J.—According to the 
Princeton Alumni Weekly, the number 
of white shoes seen on the campus is 
increasing. Quoting the weekly: 

“Seniors are beginning to loaf around 
the sundial, and the number of white 
shoes per undergraduate has increased 
from about 1 to 1.7. The shoe business 
here is always a good seasonal indi- 
cator, like the price of eggs. We sent 
one of our agents out the other day to 
check up on things, and he reported 
that Nassau Street white-shoe :sales 
were booming. When he asked for black 
shoes in a couple of places, they looked 
at him as if he were crazy. Several 
places had no blacks at all, and the 
few he could find looked like a cross 
between Hiawatha’s moccasins and 2 
German blucher.”’ 
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Directs Sales Promotion 
for Laird, Schober & Co. 


New York — Gordon Duffus, who 
for some years past has been in 
charge of factory production at the 
Laird, Schober & Co. plant in Phila- 


GORDON DUFFUS 


delphia, with additional responsibili- 
ties in connection with sales and dis- 
tribution, is now in charge of mer- 
chandising and sales promotion at the 
New York office of the company, in 
the Empire State Building. The 
change was effective May 1. 

In connection with his other duties, 
Mr. Duffus will cooperate with retail- 
ers and engage in other activities to 
promote the sale of Laird, Schober 
shoes. 


Foot Specialist Joins Musebeck 


DANVILLE, ILL.—Announcement has 
been made that George Dame, pro- 
minent Wisconsin foot-fitting specialist 
of Appleton, has joined the Foot and 
Shoe Research Department of the 
Musebeck Shoe Company, makers of 
Health Spot Shoes for men and wo- 
men. 

Well known in the shoe world for his 
progressive research and also for the 
lecture work he has done in connection 
with the Dr. Scholl School of Chicago, 
Mr. Dame is counted a valuable recruit 
to the Health Spot ranks. 

During the past few years, Mr. Dame 
has been doing some outstanding foot 
work in Wisconsin, looking after the 
shoe requirements of many large edu- 
cational and religious institutions. He 
is also qualified by past experience in 
merchandising and retailing to take 
over the Wisconsin state agency for 
Health Spot shoes, which he plans to 
do about May 1. 

The Musebeck Shoe Company, in an- 
nouncing Mr. Dame’s connection with 
them, also révealed that the list of as- 
sociate members of their research de- 
partment is growing constantly. 
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Lt, JcoR, Dats 


Anti-Friction 
Shoe 


THIS MODERN SHOE 
With Its Impressive Sales History 


offers you a golden opportunity in a field that is broad, 
profitable and constant—building for you repeat busi- 
ness through style, comfort and quality. 


28 Styles IN STOCK 
for MEN and WOMEN 


enabling you with a small investment to cover the 
requirements of your trade—also giving you satis- 
factory mark-up and turnover—backed by coopera- 
tive advertising and dealer helps. 


= 
To you, Mr. Progressive Dealer, we say, feature the 
GREATEST SHOE OF MODERN TIMES 
= 


WRITE US TODAY FOR SPECIAL 
AGENCY PLAN FOR YOUR TOWN 





. Friction is caused by two surfaces rubbing against 
each other. In ordinary shoes, friction is ca 
the foot working back and forth. The Anti-Friction 


Tape eliminates this. 





The foot is kept in its proper position in 
the shoe and throughout the entire life 





of the shoe. 





The Patented Anti-Friction Tape is built into 
the shoe, goes around the foot, and is securely 
fastened to the upper at the eyelet row. 











The inside lip of the specially moulded inner- 
sole is regulated by the Patented Anti-Friction Tape 
which is adjusted by lacing the shoe. 











Made over “Combination” lasts which give 
better fit to more people than any other last ever 


modelled. 





























Arches vary, but the Dr. Geo. R. Davis 
Anti-Friction shoes fit them all. 


Exclusively manufactured by 


‘THOMPSON BROS. SHOE (6 


FINE SHOEMAKERS 


BROCKTON 
CAMPELLO, MASS. 


also makers of the famous Thompson Shoe 
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Men's Shoes 
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Shoe Trees 
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QUICK PROFIT ITEM - 5()¢ 
SIMPLEX SHOE TREES Pr as 
foo ™ ty 


Inserts or Removes ywomte 





SHOE Simplex 


GAN AVENUE: CHICAG 


Cleveland Store Remodeled 


CLEVELAND, OH10—Pennington’s shoe 
store, 801 Euclid Avenue, retailers of 
Friendly Shoes, has completely re- 
modeled in view of the change of name 
to John Million store. The store was 
closed for several days with a grand 
opening scheduled on April 12. Cigar- 
ette lighters were given with each pair 
of shoes sold on April 12 and 13. The 
store has new fixtures, furnishings and 
signs. 
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Rotary Honors Hector Lynch 


Boston, Mass.—Hector E. Lynch, 
Sr., who has spent 43 years with the 
Brockton firm of Howard & Foster Co., 
Inc., on May 8 was elected president 
of the Rotary Club of Boston at the 


HECTOR LYNCH 


annual election, held in the Hotel 
Statler. This is the highest honor 
which it is within the power of that 
organization to confer on any of its 
members. 

For years, Mr. Lynch _ traveled 
through the South with the Howard & 
Foster line, gradually extending his 
territory until now he covers not only 
the South but many of the leading 
cities in other parts of the country as 
well. He has, as well, won-for himself 
a responsible executive position in the 
company. 

In addition to his presidency of the 
Rotary Club, Mr. Lynch has been for 
the last two years vice-president of 
the National Shoe Travelers’ Associa- 
tion and is also a past president of the 
Southern Shoe Travelers’ Association. 





OLD CHIEF HELPS TO SELL 
MOCCASIN TYPES 


Detroit—Chief McIntosh has been drawing 
customers to the Nettleton Boot Shop in the 
David Whitney Building on downtown Wood- 
ward Avenue. The Chief is a former Indian 
of the cigar store variety, about a hundred 
and fifty years old, finished in somewhat faded 
but still visible colors, and loaned by the 
en Galleries. He is about three feet 
tall. 

He was used in the window to advertise the 
Algonquin line of shoes, a moccasin type. 
Much comment has resulted, Manager William 
G. Ketai reports. In fact, several other shoe 
men have asked for the loan of the Chief 
when Ketai is through with him. 





Taxes For Chain Stores 


Des MoINEs, Ilowa—Passage of the 
chain stores taxation bill in Iowa has 
caused considerable comment from shoe 
store representatives in Des Moines. 
The bill provides for an occupational 
tax of $5 per store up to 10 stores, $15 
per store from 11 to 20 stores; $35 on 
21 to 30 stores; $65 from 31 to 40 
stores; $105 from 41 to 50 stores; $155 
for each store in excess of 50. The 
gross receipts tax payable annually be- 
ginning Aug. 1, 1936, is a graduated 
amount based on the combined gross 
receipts of all stores or other mercan- 
tile establishments in a chain. 

Sol Panor, head of Panor Shoe 
Stores, Inc., says the tax will mean 
the closing of stores doing a small vol- 
ume, and will hurt the Iowa corpora- 
tions along with those from outside. 


Manages New Store 


LOUISVILLE, Ky.—C. A. Greiner, pres- 
ident of the Louisville Retail Shoe As- 
sociation, is manager of the New John 
Million Shoe Store, opening at 663 
South Fourth Street, the store former- 
ly occupied by Pennington’s. The store 
has been redecorated and will special- 
ize in the sale of “Friendly” shoes, fea- 
turing latest styles in a complete range 
of sizes and widths. 





NEWS AND VIEWS- 





HUSBANDS!! 


Give HER A PaiR OF 
Says iSiTOR 
T NX. SHOE 
CONVENTION. 
NEWS (Tem= 














G a HA 


°. . B 
Time Wil Tell! oe. a 





I JUST CAME From mY CHIROf>DIST | 
ANO SAY KIO I THINK You'RE THE TOP A GENTLE - 
MAN AND A ScHoLAR! 
* LET BYGONES Be BYGones! 
YOUR PAlsy WaLSy 








T THOUGHT THE ARBITRATION GaARD 
WAS DAFFY MAKIN’ US WEAR 


ARE You in THE Doc House? 
1S SHE HEADING FoR RENO 7 
FLOWERS OR CANDY WONT HELP. 


WUMFY KUT SHoES,- 
4 END DomESric Z 
WARFARE 4A 


Gear! 1'M Gone 











Nathan Hack, chairman of the Foot Health Committee of the National Shoe Retailers Association was interviewed at the joint styles con- 
ference by a reporter from the "World Telegram" and the results thereof made publicity for shoes in text and in cartoon, for syndicates to 
send the country over. Mr. Hack was asked if shoe fitting had any effect on disposition. 

to popular belief, shoe-fitting abroad is not nearly as far advanced as here. We fit shoes much better.” 


"Quite so," replied Mr. Hack, "and contrary 
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At Ease or at Attention, Kangaroo shoes are real 
men’s shoes—on the job every minute with what’s 
wanted. You can’t beat them! Kangaroo is 17% 
stronger, weight for weight, than any other leather used 
in shoes. At the same time it is light, soft and pliable, as 
easy and comfortable on the feet as fine kid. And 
Kangaroo’s small, tight grain takes a polish brilliant 
enough for dress wear. No wonder shoe dealers every- 
where find men’s street and dress shoes of genuine 


Kangaroo a steady-selling, consistently profitable line! 
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AUSTRALIAN TANNED IN 


KANGAROO AMERICA 


Surpass Leather Co. Philadelphia, Pa. 
Richard Young Co. New York, N. Y. 


Ziegel Eisman Co. Boston, Mass. 
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Children's Footwear 
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MBS. DAY’S IDEAL BABY SHOES 
; Infants’ Soft Soles...6-3 
Intermediates =... 1-5 
Flexivle Hard Soles. 2-6 
Send for In-Btock 
Catalog 


MRS. DAY'S IDEAL BABY 
Leeust St. Danvers, Mase. 

















White Elk 
Tan Elk 
Black Elk 
Patent 









Sizes 
Nahm Bros. post 
Shee Mfg. Co. a - appr 
6 sr $1.60 


Phila. 
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Men's and Women's 
Slippers 


i 


EVANS’ SLIPPERS 
Hand Turned, Cement 
or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 


No. 1605, 
Padded sole 


opera 
Tan and Black, 
6-12 D, 
$1.25 






L. B. EVANS’ SON CO. 
Wakefield, Mass. 


22 2223>>3> 





Presents Tieless Sports 

Los ANGELES, CALIF.—Paul Kirsh, 
buyer for the fine shoe departments in 
The J. W. Robinson Company’s depart- 
ment store, is presenting a number of 
tieless sports, unlined and, for the most 
part, liberally perforated with port- 
holes. These numbers are all modestly 
priced, the average being $8.75. 

Mr. Kirsh finds the zipper fastener 
appreciated in sport shoes. One of the 
leaders in this group is either in white 
or clipper blue homespun with leather 
sole and heel. Another in the same ma- 
terial and same colors, but with a much 
higher Cuban heel in leather. A third 
number is a bucko calfskin spectator 
oxford. 
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Shoe Trade’s Gift 
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A silver casket, surmounted by a model of a shoe, is the jubilee gift to the King 










1935 


to King and Queen 















and Queen from the Northampton Town Boot Manufacturers’ Association. The 


casket is a simple Georgian design. 


The shoe, which is intended for use as a 


blotter, is of matt silver, while engraved on the lid of the casket are designs show- 
ing the evolution of shoes made in Northampton from 890. 


Photo shows Northampton silversmiths working on the silver casket for presenta- 
tion to Their Majesties from the boot and shoe industry of Northampton. 





Lorenzo R. Cook 


WALLINGFORD, CONN. — Lorenzo R. 
Cook, 77, who conducted a shoe store on 
Center Street here for many years, died 
recently at his home of a heart attack. 
His widow, two brothers and a sister 
survive him. 


Production Shows Drop 
[CONTINUED FROM PAGE 47] 

Boys’ and youths’ shoes, with a 
March, 1935, production of 1,383,838 
pairs, showed an increase over Febru- 
ary, 1935, of 1,273,434 pairs, but like- 
wise fell below March, 1934, output of 
1,502,726 pairs. 

Misses’ and children’s shoes, with a 
March, 1935, production of 3,254,391 
pairs, showed an increase over the 
February figure of 3,135,715 pairs, but 
also registered a decline from March, 
1934, production of 3,686,394 pairs. 





DATES TO REMEMBER 


California Shoe Retailers’ Association 
Convention, Biltmore Hotel, Los An- 
OS eR te June 9-10-11-12 

IMlinois State Shoe Convention, Leland Ho- 
tel, Springfield, Ill.......... June 16-17-18 

Ohio Retail Shoe Dealers Association 
Annual Convention, Carter Hotel, 
Cleveland, Ohio .......... June 16-17-18 

Pacific Northwest Shoe Retailers Associa- 
tion Annual Convention, Multnomah 
Hotel, Portland, Oregon....June 17-18-19 

Boston Shoe Fair, Hotels Statler and 
Copley-Plaza .............. July 8, 9, 10 

National Industrial Stores Association, 
Ninth Annual Convention, Hotel Wil- 
liam Penn, Pittsburgh, Penna.. .Sept. 9-10-11 

Michigan Retail Shoe Dealers Association 
Convention, Detroit... .Jan. 12-13-14, 1936 








George Keeler 


SoutH NORWALK, CONN. — George 
Keeler, 74, proprietor of the shoe store 
at 155 Washington Street bearing his 
name, died May 7 after an illness of 
several months. He came to Norwalk 
50 years ago, working in the plant of 
the old Lounsbury-Mathewson Shoe Co., 
manufacturers, until he saved enough 
money to enter the retail field. He later 
supplemented his retail shoe business 
by adding a line of shoe and leather 
findings. Mr. Keeler was regarded as 
the oldest shoe dealer in the city, hav- 
ing conducted his store 48 years. His 
widow, three sons and two daughters 
survive. One of the sons, Benjamin A. 
mae, is a member of his father’s 

rm. 


Promising Trade Outlook 


BosToN—Kivie Kaplan of the Colo- 
nial Tanning Co., Inc., who has just 
returned to Boston after a nine weeks’ 
motor tour of the United States, re- 
ports a very promising outlook for the 
shoe business during this year. Dur- 
ing his trip Mr. Kaplan visited prac- 
tically every shoe factory in the coun- 
try outside of New England. 





Sales Tax in Washington 


SEATTLE, WAsSH.—With an avalanche 
of metal tokens and pennies, the sales 
tax struck Washington, and Seattle 
shoe stores have been extremely busy 
since May 1, extracting the new tax, 
taking tokens, and making change. 
Many of the customers were shy the 
first few days of the new law and its 
annoyance, but buying strengthened 
later in the week. 
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Many leading manufacturers are 


supplying their customers with smart 








new models of lightweight shoes 
made by this thoroughly practical 
method. 


Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 


and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Riding Boots 


i ad 





JUSTIN BOOTS 
Famous Since 1879 
A COMPLETE LINE OF STYLES IN 
STOCK AND CUSTOM MADE 


Riding, Cowboy and Lace Boots 


Write for Catalog X 








“‘FORT WORTH, TEXAS 





Headquarters 


A complete line of Riding, 
Field and Jodhpur Boots. 
Cowboy Boots and Boot Shoes. 
Boots to meet your every 
demand in style and price. 
Our large floor stock 
means quick service. 


KIRKENDALL 
BOOT COMPANY 
Omaha, Nebraska 


6 6 OP 


Dancing Shoes and Taps 


et 6 6 6 PP 


BLACK CALF 
PAT. LEATHER 


ABO 2, 8 
— 2° Misses’ 
$1.55 A-B-C ti, -2 
$1.45 
Beal 


== Owens SHOECO. = 


—— 28 Goodhue St., Salem, Mass. —— 











Increase In Tallow Prices 


Praspopy, Mass.—Due to the severe 
drought in the West, animal tallows 
have tripled in price. The drought cat- 
tle, of which the Government took 
8,000,C00 head, were thinner and so 
yielded less tallow. Decreased ship- 
ments of cattle to the packing houses 
followed the drought, and so caused an- 
other shrinkage in the tallow supply. 
Fortunately there are plenty of fish in 
the sea which yield oil suitable for 
dressing leather, which will help some- 
what the demand for tallow. 
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New York Travelers Outing 


New YorK—The Boot and Shoe 
Travelers’ Association of New York 
held a luncheon Tuesday, May 7, at the 
Gregorian Hotel, New York City, at 
which they decided on the date for their 
annual outing. 

The outing will be held at Glenwood 
Landing, Long Island, July 18. There 
will be buses for the outing that will 
leave the Gregorian, West Thirty-fifth 
Street, New York, promptly at 9.30 
a. m. 

Directly after lunch a golf tourna- 
ment will be held at the Engineers’ 
Club. The first leg of the tournament 
will be played for a cup given by the 
Shoe Manufacturers Board of Trade. 
This tournament will be for the buyers 
only. The second leg of the tournament 
will be played for the Boot AND SHOE 
RECORDER cup, now held by J. Lyons of 
Lyons & Co., New York. 

The association is endeavoring to 
make this year’s outing a national af- 
fair for the entertainment of visiting 
buyers, sellers and manufacturers who 
will be in New York at that time. 

James Baker is chairman of the golf 
committee and Arthur Solomon is chair- 
man of the sports committee. The asso- 
ciation expects this year’s outing to be 
the largest in years. 


Shoe Group Secretary Resigns 


NEW HAVEN, CONN. — Raymond E. 
Hegel, secretary of the Shoe Retailers’ 
Council of the New Haven Chamber of 
Commerce since the council’s organiza- 
tion several years ago, and long active 
in shoe men’s organization work here, 
has resigned as associate secretary of 
the New Haven chamber to become ex- 
ecutive vice-president of the Manches- 
ter, Conn., Chamber of Commerce. 

Mr. Hegel has been with the New 
Haven chamber for seven years. Dur- 
ing that period he has played a leading 
part in the staging of such promotions 
as National Foot Health Week. His 
handling of city-wide events for all 
types of retailers, notably “New Haven 
Day,” has won him national attention. 
In his new position, which he will take 
up June 1, Mr. Hegel will direct all 
activities of the Manchester chamber. 
His successor in New Haven has not 
been announced. 


Michael Miller Resigns from Vice- 
Presidency of Shoe Club, Inc. 


New York—Due to his inability to 
devote the necessary amount of time to 
the office of vice-president of The Shoe 
Club, Inc., Michael A. Miller has found 
it necessary to withdraw from the of- 
fice. Mr. Miller felt that he could not 
accept any position whose obligations 
he could not fulfill in a thorough and 
painstaking manner. 

In announcing Mr. Miller’s with- 
drawal, Albert Beigel, president of the 
club, expressed deep regret that the 
former felt it necessary to take this 
step. 
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Marbridge Building Changes 


New YorK—The following are some 
of the changes in the Marbridge Build- 
ing in May, 1935: 

Frederick C. J. Mulhauser, represent- 
ing Commonwealth Shoe & Leather Co., 
has taken additional space. 

Gregory & Read Co. have also taken 
additional space. 

The Holland Shoe Co. have moved 
from Room 609 to Room 443. 

The Milius’ Shoe Co. have moved 
from Room 455 to Room 459. 

Abe Plotkin, representing the Para- 
mount Shoe Mfg. Co., has taken Room 
650. 

Stix-Altman-Weiner, Inc., of ‘Cincin- 
nati, Ohio, have taken Room 654, 

The Kados Shoe Mfg. Co., Inc., are 
now located in Room 855. 

The Mascali Shoe Co., Inc., have 
moved from Room 533 to Room 709. 


Celebrates Tenth Anniversary 


NEW YoRK—The Kay Shoe Company, 
142 Duane Street, celebrated its tenth 
anniversary Monday, May 13. Many 
of the firm’s neighbors and customers 
extended congratulations. Max Klein- 
feld is the founder and owner of the 
business, which has enjoyed a steady 
growth during its ten years of exis- 
tence and is looking forward to a pros- 
perous future. 


Sandals and More Sandals 


[CONTINUED FROM PAGE 30] 


No. 4. <A style which sold so well 
that it has almost become a staple. 


Dressy Street Sandals 


No. 5. A simple sandal. By virtue 
of its simplicity, is in keeping with 
good taste, a classic type which has a 
place in every stock. 

No. 6. The dressiest street shoe, de-- 
veloped only in fabric with silk kid 
trim which allows it to be tinted. 

No. 7. Dressy sport sandal for 
street wear, unique in its pattern.. 
Adaptable to fabrics, nappy leathers 
and patent. 

No. 8. A sandal which carries a 
17/8 heel and has many uses from 
dressy street, spectator and evening 
wear. 


Sporty Low Heels 


No. 9. A tremendous play of. low 
heels has all sorts of possibilities. 
This is close enough so that it will 
be a good Fall pattern. 

No. 10. New light open Summer 
sandal, which sets off every possible 
material. 


Dressy Afternoon 


No. 11. Developed solely in kidskin 
in solid colors for the reason that the 
pattern is elaborate in itself. 

No. 12. A new model which is 
bought across the board in every con- 
ceivable material. 

No. 13. Ideal for round toe lasts 
and linens which can be tinted, also a 
good shoe for formal wear. 
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DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD 
SOCK-LINING 


DUPONT WHITE. 
MIDSOLE MATERIAL 








White Pontan quarter linings and White Fair- 
field sock linings in kid grain, glazed finishes add 


much to the appearance of the inside of the shoe. 


An outstanding new development, Dupont White 


Midsole, gives the desired smartness to this pop- 





ular type of Spring and Summer Footwear. 


_ UNITED SHOE MACHINERY CORPORATION 
re ae _ BOSTON, MASSACHUSETT : 
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POSITION WANTED 


POSITION WANTED 








Man experienced in handling sales 
organization and in-stock department 
medium priced ladies’ shoes. 
Address E-259 
c/o BOOT AND SHOE RECORDER, 
140 Federal St., Boston, Mass. 








Experienced Last salesman 
wanted in St. Louis territory. 


DAYTON LAST WORKS 
Dayton, Ohio. 











next Fall and Winter season. 





FACTORY EXECUTIVE 


Some factory making women's turns or welts may need an executive 
who has had complete experience in the development, production and 
distribution of popular price footwear over a period of fifteen years’ 
successful operation in both eastern and western fields. His knowledge 
and experience also cover sales management and promotion. 


Now is the time to make a contact with him in preparation for the 


Address E-269, Care 


BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 








SIDE line salesmen wanted to carry fast sell- 
ing line of juvenile shoe: ood commission 
-—-must be live wires—State territory, experience 
and references. Morris Shoe Co., Inc., 143 
Duane Street, New York City. 
SALESMEN wanted having good connections 

with well-rated department stores, chain 
oods stores and general stores in 
Chicago, California, New Orleans; to carry full 
line of ladies’, men’s, boys’ and children’s 
padded sole slippers. Commission basis. Fur- 
nish references. Address E-260, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 

ROMINENT manufacturer of Infants’, Chil- 

dren’s, Misses’ and Growing Girls’ Shoes 
wants salesmen for three territories: (1) Tex., 
Okia., Ark., .; (2) Miss., Ala., Ga., Fla., 
S. Car.; (3) Ky., Tenn., N. Car., W Va., 
Va. Large in-stock dept. Feature line. Good 
cavertees cooperation. Strictly commission. 

y. 





stores, dr 





Write ful Address E-261, care Boot & Shoe 
Recorder, 209 South State Street, Chicago, II. 
EXPERIENCED man for Washington and 
Oregon to represent well known reliable 
manufacturer of medium and better grade work 
shoes and hicuts. Expenses and commission. 
Must be able to handle proposition of selling 
both smaller as well as larger operators. Give 
full particulars including present connection. 
All information will be held confidential. Ad- 
dress E-262, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 
SALESMAN covering West Coast and Cali- 
ge carrying exclusive style line women’s 
shoes 








wanted to carry our line of distinctive 
bows as a side line. Commission only. Good 
powrtniy for right man. Address E-263, care 
Boot & Shoe Recorder, Chestnut at 56th Streets, 
Philadelphia, Pa. 
i wot 
shoes. Poloner Shoe Co., 
way, New York. 





side line, Misses’, Growing Girls’ 
110 West Broad- 


mum charge 75 cents. 


address should be counted. 

















ETAIL shoe salesman desires ition in 

shoe or department store. Age 32, 15 years’ 
experience with large department store in New- 
ark, expert shoe fitter, pleasing personality, ex- 
cellent character. A-1 references. Will start 
at small salary and go anywhere. Address E-266. 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y 








ALESMAN-EXECUTIVE — 38, aggressive, 

creative, desires sales proposition of merit 
with manufacturing concern or jobber of estab- 
lished reputation, where results will be recog- 
nized; recently covered New York City, repre- 
senting popular priced family line. Address 
E-265, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


CutRopopist desires position with shoe 
manufacturing firm as special representative. 
Address E-264, care Boot & © Stee _ 239 
West 39th Street, New York, N. Y. 











LINE WANTED 


Werrnn: MANUFACTURES Ss di INE, 
’S OR WOME GOOD GRADE; 
sTOCk PROPOSITION, Siew YORK AND 
;_ TWENTY EX- 





239 WEST 39TH STREET, NEW YORK, 





S ALESMAN, selling department stores and 
well-rated accounts, seeks reliable connection 


with Ladies’ Line. S. Brown, 1150 Sterling 


Place, Brooklyn, N 











LINE WANTED 





EXPERT designer Ay many years’ experi- 
ence in Shoes and Slippers; with large fol- 
lowing among Chains and ere: desires a reli- 
able connection to promote a line of Bunny 
Sheepskins and slippers for the fall trade, on 
commission basis. vailable at once. Address 

E-267, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


MEN'S (or Boys’ or both) Dress line only 
wanted by well-known salesman for New 
Jersey. References to ably satisfy. Straight 
commission until qualified. $3 or $4 retailers. 

ton District in-stock preferr Address 
E-268, care Boot & Shoe ecorder, 239 West 
39th Street, New York, N. Y. 


ANTED a line of Ladies in-stock or make 

up shoes, retail three to four dollars, for 
either or all of following states: Texas, Okla- 
homa, Arkansas and Louisiana. Also wish line 
of men’s popular priced oxford and work shoes 
—Expense money not needed. Will start June 
lst and quit September 1st. Seven years with 
Friedman Shelby Shoe Co. Address Henry W. 
Hall, owner, Longview Shoc Store, Longview, 

'exas. 














Elected to Hospital Board 


Boston, Mass. — Joseph Kaplan, 
president of the Colonial Tanning Co., 
Inc., has been elected member of the 
board of directors of the Beth Israel 
Hospital in Boston. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. Minimum charge $1.25. 


When a box number is desired twelve words should be added for the address. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. « 
tS Advertisements for this page must t be i in our r New York office on Friday of the week preceding publication. “SJ 


Mini- 


In all other cases each word of the 
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BUSINESS OPPORTUNITY 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








Money in Foot Correction— 
Pe, A TECHNOPEDIST 


are build 1 practices in 
or new and dignified profession. Home study 
Course, including working — and equipment, 
furnished at low cost. Easy term: rite 
THE TECHNOP —°, JNSTITUTE 
Suite 914—Wiss 
671 BROAD 8T., oI EWARK, N. J. 




















WANTED TO PURCHASE 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

ERVIN RUBIN 

“The House of Jobs’ 
St. Cor. ¢ Chu: 


88 Reade rch 
New York City 


Phone Barclay 7-7887 








CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 
References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostontan, ete. 

BARIS SHOE COMPANY, Inc. 

79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks ef shoes 
from manuf: ers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 

















Protecting Shoe Patterns 


WASHINGTON, D. C. — A tentative 
agreement between the boot and shoe 
manufacturing and the shoe pattern 
manufacturing industries intended to 
prevent copying of shoe patterns has 
been announced by the National Recov- 
ery Administration. 

The agreement would require outside 
shoe pattern manufacturers to mark 
original patterns with the firm name. 
Boot and shoe manufacturers, at the 
same time, agreed not to accept shoe 
patterns as original unless so iden- 
tified. 

The plan was worked out in a con- 
ference of members of both industries 
with NRA officials. Original shoe de- 
signs developed by one pattern maker 
are expected to be safeguarded from 
infringement by a competitor. 


Shoe Stores Give Shoes 


SEATTLE, WASH. — Several Seattle 
shoe stores are assisting the civic 
Honeymoon Trail and Home Builder’s 
Exposition this May, sponsored by the 
Seattle Chamber of Commerce. Baxters 
is giving a pair of shoes for the bride, 
and Florsheim’s a pair for the groom, 
in this Honeymoon Trail contest, which 
has for its mecca a Honeymoon Villa 
and a five-year-building program. 





$4.00 


$2.25 
HALF GROSS 


Pouy Cup 
for Price Tickets 


Tiits at Any Angle 


M. D. Pollinger Co. 
HOLLAND BLD@. 
s8T. Louis mo. 











SHOE CLUB TO STAGE 
GALA NIGHT 


NEW YORK—The Shoe Club, Inc., of New 
York will hold their Gala Night Saturday, May 
25, at 8 P. M. at the Hotel McAlpin. There 
will be amateur theatrical contests, dancing, 
and the installation of officers. The affair will 
be formal and according to Barney Kimless, 
chairman of the entertainment committee, it 
will excel in every way the last affair of its 
kind, which was a huge success. Remember 
the date for an evening of fun and entertain- 
ment! 





Linen Sandals 


Los ANGELES, CALIF.—The probable 
final retreat- of chill air from semi- 
tropical southern, California has 
brought out whole windows full of linen 
and other fabric sandals. 

I. Miller, 525 West Seventh Street, 
is showing both sport sandals in linen 
with low heels and wide straps and 
dressier sandals with higher heels, more 
open but similar in design. These are 
both shown in natural, white, navy, 
brown and in blue, the sports sandal at 
$10.50 and the dress sandal at $11.75. 

Meshes “that breathe,” signifying 
cool comfort in every line, are also 
shown in oxfords, step-in types and in 
sandals. Oxfords without tongues are 
given an encouraging amount of win- 
dow space. Practically all mesh num- 
bers are priced at $12.50 and $13.50. 

Gude’s, at 422 West Seventh Street, 
premier Los Angeles shoe store, is also 
showing a large number of cool-appear- 
ing fabric sandals at prices ranging 
from $10.75 to $12.75. Al Gude, pro- 
prietor, makes the statement that fab- 
rics are very much in the picture for 
this Summer. T-strap models with in- 
teresting decorative detail lead in 
Gude’s fabric showings. 

The Innes Shoe Company, 642 S. 
Broadway, is showing an interesting 
group of fabric combinations in ties at 
$6.75. The combinations include effec- 
tive presentations of the reverse color 
idea, white leather trim being shown 
on brown fabric, white on blue and 
white on gray. The white trim on 
these three striking numbers includes 
the tip, the heel cover, top edging, lace 
stay, and, if desired, broad ties in 
white materials. 








A PHENOMENAL SUCCESS 


A Sensational shoe reshaping machine; 
the most practical device for the scien- 
tifle conforming of shoes. Most eco- 
nomical to operate. Eliminates, slip- 
ping at heels, gapping at sides of shoes. 
Is practical for almost every fitting need. 
Dealers from coast to coast are satisfled 
users. Send for descriptive heme 
Machine without hand _ iro 
Machine complete with hand iron $35. 00 
Hand ae coty 

.0.b, 
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DUNDE. SHOE, [RESHAPING ee 
13 EAST 37th $ 

















J. L. Snyder Dies 

MILWAUKEE—J. L. Snyder, who had 
been with Simplex Shoe Manufactur- 
ing Co. as Pennsylvania salesman for 
the past 14 years, died May 1 at the 
Adelphia Hotel, Philadelphia. He had 
been in good health prior to April 27, 
when he was suddenly taken ill. Six 
weeks before he had visited the factory 
and started out with the Fall line. 
Funeral services were held May 5 at 
the home of his niece, Miss Edna Sny- 
der, at Stroudsburg, Pa. 

Mr. Snyder was an unusually con- 
scientious and successful salesman and 
had the warm friendship of the many 
retailers with whom he came in contact. 


Guthrie's Shoe Store Sold 


GrRovE City, Pa.—Due to the death 
of its former owner, the Guthrie Shoe 
Store, an old established shoe store at 
152 Broad Street, Grove City, was sold 
to H. C. McKinley. Mr. McKinley an- 
nounced he will maintain the same 
principles in operating his store as the 
former owner. The change in manage- 
ment did not lessen the sales during 
the past month. 





Opens New Store 


BuFFALO, N. Y.—The Douglas Shoe 
Co. has opened a new men’s shoe store 
in the Bank of Buffalo Building at Main 
and North Division Streets. The com- 
pany has a 10-year lease on the new lo- 
cation, which has been modernized with 
a new window display frontage and 
new fixtures. 


Adds to Factory 


NEWTON VILLAGE, N. H.—The Tap- 
pan Shoe Co. put in foundations 50 feet 
long last Fall and this Spring com- 
pleted the addition to their shoe fac- 
tory. 
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Our Advertisers 
In This Issue 





HE feature of the May 25th RECORDER 

will be a broad study of materials, with 
particular emphasis on reverse calf, rough 
suede finished leathers and the place and 
purpose of suedes in the Fall scheme of dress. 
In this and other issues featuring fashion 
fundamentals for Fall, we propose to qive 
RECORDER readers basic information about 
coming trends in apparel and footwear that 
will provide a factual background to assist 
them in their buying. 

For more immediate interest and for prac- 
tical use in stimulation of Summer shoe sales, 
we have planned an article showing the possi- 
bilities of a Sandal Shop, as developed in a 
Texas store. This Summer promises to be a 
record sandal season, and stores that profit 
by the seasonable urge for these specialties 
will do so through intelligent and aggressive 
sales promotion. 

Concrete merchandising suggestions for the 
month of June and other timely features will 
round out a balanced issue, filled with practical 
usable information for every shoe man. 





Chilton Now Sales Manager 

New YorK —Fred A. Chilton has 
been appointed general sales manager 
of the Richard Young Company with 
headquarters at the main offices in 
New York. 

Mr. Chilton is first vice-president 
and for many years has been manager 
of the company’s branch at 54 South 
Street, Boston. He brings to his larger 
field of operations a complete equip- 
ment of knowledge and experience, 
gained during forty years association 
with the company. 

H. V. Chipman, for many years as- 
sistant to Mr. Chilton, becomes district 
manager in charge at Boston. 


Colt-Cromwell Gets Injunction 


New YorK—Justice Mitchel May, in 
the Supreme Court, Kings County, has 
issued an order granting Colt-Crom- 
well Co., Inc., New York City, a tem- 
porary injunction restraining Henry 
Modell, doing business under the trade 
name and style of Modell’s, from using 
the “Colt” trade mark in advertise- 
ments, display or sale of Modell’s rid- 
ing or jodhpur boots. 

The action arose because of a recent 
newspaper advertisement wherein Mod- 
ell’s advertised boots as “Colt” mer- 
chandise, which Colt-Cromwell alleged 
were not genuine “Colt” boots. 


BOOTS AND SHOES 


AULT-SHACKFORD SHOE CO., Auburn, Me 

B. F. GOODRICH FOOTWEAR DIVISION, Watertown, Mass 

BRAUER BROS. SHOE CO., St. Louis, Mo 

CHARLES MEIS SHOE MFG. CO., Cincinnati, O 

CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis................ 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass. ..................0-. 
ENDICOTT-JOHNSON CORP., Endicott, 

EVANS' SON, L. B., CO., Wakefield, Mass 

FLORSHEIM SHOE CO., Chicago, III 

GREEN SHOE MFG. CO., Boston, Mass Back Cover 
HANNAHSONS SHOE CO., Haverhill, Mass. 2.0.0.0... 000 cee ccc ec cee cece eee 50 
JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo....................... 
JUSTIN, H. J., & SONS, INC., Fort Worth, Tex 

KIRKENDALL BOOT COMPANY, Omaha, Neb 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 

NAHM BRO. SHOE MFG. CO., Philadelphia, Pa 

OWENS SHOE CO., Salem, Mass 

THOMPSON BROS., SHOE CO., Brockton, Mass 

VAUGHAN-TOWLE CO., Wakefield, Mass. 0.0.0.0... 0.000 ccc cee cee eee cence 49 
VITALITY SHOE COMPANY, St. Louis, Mo 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., New Castle Div., New York City........0 0.000.000 cee cece eee 
AMALGAMATED LEATHER COS., Wilmington, Del 

COLONIAL TANNING CO., Boston, Mass 

EAGLE-OTTAWA LEATHER CO., Grand Haven, Mich 

EVANS, JOHN R., & CO., Camden, N. J 

GOODYEAR TIRE & RUBBER CO., Akron, O............ 0.0.8 cecceceenecevecbes 
HUBSCHMAN, E., & SONS, Philadelphia, Pa 

KISTLER LEATHER COMPANY, Boston, Mass. 

SURPASS LEATHER CO., Philadelphia, Pa 

YOUNG, RICHARD, CO., New York City 

ZIEGEL-EISMAN, Boston, Mass 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DEL-MAC SHOE PROCESS, INC., New York, N. Y 
DuPONT VISCOLOID CO., New York, N. Y 
LITTLEWAY PROCESS CO., Boston, Mass 
SIGNAL CHEMICAL CO., Boston, Mass 
SPAULDING FIBRE CO., No. Rochester, N. H 
UNITED SHOE MACHINERY CORP., Boston, Mass 


SHOE ACCESSORIES 


RESNICK BROS. LADIES’ HANDBAGS, INC., New York City 
POLLINGER, M. D., CO., St. Louis, Mo 
SIMPLEX SHOE TREE CO., Chicago, II 


STORE EQUIPMENT 


DUNDE SHOE RESHAPING DEVICE, New York, N. 
MOHAWK CARPET MILLS, New York City 
OP PM GD, PAUOUIT ING Ve bcc disc cvioe sels ce vee bdiveelieswedlens Fe 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
IRVIN RUBIN, New York City 
KIRSCH-BLACHER CO., INC., New York City 
TECHNOPEDIC INSTITUTE, THE, Newark, N. J 
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BASE YOUR MARK-UP 


SELBY QUALITY 


Selby shoes are designed to make a profit for the retailer 
and to satisfy his customer. Women return for another 
pair for two reasons — each season they find styles keyed 
to the trend of fashion; each season, Selby quality re- 


mains the same. 


One very large factor in this quality is the material put 
into the shoe. The finest of leather is used throughout, 
the upper stock meets the most exacting standards of 
beauty and durability. For example: kidskin, the most 
expensive of all shoe materials in general use, is featured 
throughout the fall line, because its firmness and flexi- 
bility give a woman ease in walking, and because it fits 


into the growing formality of the fashion picture. 








Novel version of the broad strap, 
developed in Indies Brown kid No. 
74, from the McNeely Division, 
Allied Kid Company. 


McNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Sts., Philadelphia, Pa. 


Vol. . No. 12, AND SHOE RECORDER, published every Saturday by Chilton Company (Inc.), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second class 
> SA 28, 1932, at the Post Office in Philadelphia under Act of March 8, 1879. Subscription price $3.00 per year. Printed in U. S. A. 








Mrs. Brown has tried several budget 
systems in endeavoring to stretch Bill’s 
salary of $40, but none could produce 
more than loose change for her pin 
money by Friday night. She has an en- 
velope system now. 


Her envelopes are labelled: Rent, Food, 
Clothes, Insurance, Vacation, etc., and 
into each one goes a weekly allotted 
amount. 


Junior has outgrown his crib and next 
week, perhaps, she will “rob” one of the 
other envelopes to increase the “Fur- 
nishings” budget, and thereby enable 
the purchase of a nice bed for a boy. 


That will set back the “Clothes” en- 
velope. If the weather does not break 
too swiftly into a hot spell, Mrs. Brown 
will be able to defer buying a few sum- 
mer things until the middle of June. 


Perhaps by the latter part of June she 
will have shoe money enough for white 
kid footwear. Just about the time she 
usually buys white shoes, some stores 
have clearance sales. Sometimes she 
finds white kid models she likes at 

reduced price. : 


More often, however, she has to do 
quite a lot of shopping, in late June and 
early July, before she finds her size in 
white kid in a styleful shoe. 





SHE IS REPRESENTATIVE OF OVER 18,000,000 
MARRIED WOMEN, MANAGING HOUSEHOLDS 
AND FAMILIES, ON $40 WEEKLY AND LESS. 


@ The class market will have bought white 
kid shoes by June 10th— 


@ The mass market will still be buying 
white kid shoes August 10th! 


@ The best part of the white kid season 
is after June 25th, when the real volume 


demand first begins. 


@ Therefore, be sure to maintain a selling 
stock on all white kid shoes throughout 
the month of July and you will have 


profits aplenty! 


G. LEVOR & CO., INC. 


Tanners over 59 Years 
GLOVERSVILLE NEW YORK 


PENS Wisltase Wirtitas” 





4 


BOOT AND SHOE RECORDER, May 25, 1935 


Patent Leather Seton’s Is the 
Is the Fashion Patent! 


kkk k Wee i <> 
Doe a ) “Kn the safest” 


own as 


) ¢ 7 
Yul, _ 
NEIMAN-MARCUS, L. B. Eastman 


“We found a ready acceptance among well-dressed women for patent leather 
shoes this season. Our turnover also was very satisfactory.” 


VOLK BROS. CO., H. W. Ehlert 


“Patent leather sold well so far, especially in sandal types and pumps. We ex- 
pect patent leather to show up favorably in Autumn shoes, in combinations as 
well as trims.” 


A. HARRIS & CO., W. L. Clary 
“We have had a very satisfactory turnover of patent leather shoes this Spring. 
We cannot help but see a certain percentage of patents for Fall.” 


DREYFUSS & SON, H. P. Carroll 
“Patent leather was bought by best dressed women and our turnover of patent 
leather shoes for Spring is very satisfying. We would give patent leather a 20% 
rating for Fall.” 


SANGER BROS., C. R. Mayes 
“Sold a lot of patent leather shoes. The demand will die down but will come back 
again even stronger than ever in July and August. All-over patents and patent 
leather as a major trimming will be important factors.” 


PATENT LEATHER LEATHER C#O., 
BLACK e WHITE e COLORS ee NEW JERSEY 
ae 


When writing advertisers please mention Boot and Shoe Recorder 
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MUSEBECK MEN'S DOUBLE-ARCH-WEAR-STRAIGHT SHOES 


A NEW LINE of Musebeck Double-Arch-Wear-Straight shoes made with:—thick, flexible, 
light weight insoles; shoulder channel process; 9 iron, prime fine soles; 150 yd. Sanforized 
white lining; natural calf quarter linings in oxfords; fine bend counters; special Supreme rub- 
ber heels (the best wearing on the market) ; scientifically constructed three-corrugated steel 
shanks made special for these shoes and guaranteed not to break down under body weight; 
kid side linings on both sides of the vamps; high shoes have 1 inch light colored top facings, 
natural calf counter linings and silk upper fittings. 








#1 LAST 3 #3 LAST 


070 MUSEBECK 











#2 LAST 














All Musebeck Double-Arch-Wear- Never before has a more con- 
Straight shoes are cut from the scientious attempt been made to 
finest upper leather available, make shoes that will thoroughly 
treated with MEL-O-WAX proc- satisfy the shoe wearer in every 
ess. If you don’t know about way. This is the line of men’s 
MEL-O-WAX processed leather, shoes that so many Health Spot 
you will have a new and pleasant Shoe dealers are now using for 
experience when you learn of the ¢ 4 8 5 men who have normal feet or 
merits of MEL-O-WAX treated - slightly weak feet and wish to give 
upper leather for durability and 5% 20 days 30 days Net them proper protection and com- 
general satisfaction to the wearer. fort. 


MUSEBECK SHOE COMPANY 


DANVILLE, ILLINOIS @ HEALTH SPOT SHOES IN CANADA—THE MURRAY SHOE 
CO., LTD., LONDON, ONTARIO @ HEALTH SPOT BOOTS—H. J. JUSTIN & SONS, INC., FORT WORTH, TEXAS 
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Many leading manufacturers are 





supplying their customers with smart 








new models of lightweight shoes 
made by this thoroughly practical 
method. 





Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 
and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Let the famous 
speed your sport s 


Windermere—The shoe every tennis player 
wants. ‘Official’ last, loose lined, ventilating 
eyelets in shank, sanded crepe sole, perfected non- 


absorbent insole, sponge cushion heel and arch. 





Locker Sandal—A fast selling specialty for locker 
room, shower, or beach. Non-slip outsole, mold- 
ed arch. The thick ‘‘germ-sealed,’’ sponge rubber 
sole is @ real comfort sensation. 





Fairplay—A sturdily constructed shoe with a 
barred sole design that makes it a favorite for 
Soft Ball, Field Hockey, etc. The Sta-Kleen 
sponge insole is comfortable and non-absorbent. 


1935 


All the indicators point toward 
better sales for better Sport Shoes 
for the Summer of 1935. To get 
your full share of this more profit- 
able business you need shoes with 
special features of design and con- 
struction that create desire and 
build value in the minds of your 
customers, and you need a depend- 
able, well-known, advertised, trade- 
marked quality. BALL-BAND has 
all of these profit and sales build- 
ing features for you. The Red 
Ball is one of the best advertised, 
and one of the most favorably 
known footwear trade-marks. 


As a start toward placing yourself 
in the way of more profitable Sport 
Shoe sales write for complete in- 
formation about this better line. 


MISHAWAKA RUBBER & 
WOOLEN MFG. CO. 
.280 Water St. 


Mishawaka, Indiana 


Red Ball 


oe sales 





Bes x . os ss 


Commodore—An unusually attractive oxford. All 
white with a smart brown edging on the foxing. 
Crepe sole with beveled heel. Sta-Kleen insole. 
Made over narrow, custom-like last. ; 


ay 


Water Sandal—For women. Stays on for swim- 
ming or diving. Thick, comfortable ‘‘germ-sealed’’ 
sponge rubber sole. Not ‘‘just another bathing 
shoe’’ but a really smart and practical specialty. 


BEA is 





Scot—A good-looking, well-made, serviceable shoe 
that can be retailed at a popular price. Imitation 
leather trim, comfort style toe cap. ribbed binding 
strip; choice of five popular color combinations. 
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The complete line will be 
gladly shown to you by the 
Endicott-Johnson salesman in 
your vicinity. 
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Women's White Duck bal oxford, 
ventilated genuine leather in- 


Same in Black 
Same in Suntan 


Men's White Canvas sport ox- 
ford, cream steer buck, wing tip 
and panel, heavy milled foxing 
ventilated genuine leather in 


Same in Black Trim 
Same in Brown Trim 


Men's White Duck upper, blac! 
tire tread sole, ventilated qenuine 
leather insole 6/12 
Same in Black 
Same in Brown 


Men's White Lace-to-Toe oxford 
white imitation crepe sole, ven 
tilated genuine leather insole, 6/12 
Same in Black 
Same in Brown 


Men's Black Duck upper, white 
cut-out sole, black underlay, white 
inner foxing, ventilated genuine 
leather insole 6l//11 
Same in White 
Same in Brown 
Same in Suntan 


Men's Brown Duck upper, heavy 
white pepper sole, white inner fox- 
ing, ventilated genuine leather in- 


Same in White 
Same in Suntan 
Same in Black 


EAN }P CO) MR LOFEINETONN 
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FAMOUS TENNIS SHOES 
feature STANDON 


Genuine Leather Insoles 
Trere's only one type of tennis shoe to offer today's | N S C O C k 


consumers ... the tennis shoe with the genuine leather 
insole. Its advantages over rubber are enormous... it 


makes shoes cooler, prevents burning and soreness, to re t le l | 
holds shape better and moulds readily to the foot... d t 


yet costs no more! 5 9 
Standon Insoles are stitched into position by an exclu- Cen ts 


sive patented construction that eliminates shifting, 
curling and lumps, and are ventilated to insure cool- t O 
ness and comfort during strenuous exercise. 





Endicott-Johnson tennis shoes are attractively styled 
in a wide range for men and women. Here are some 
of the fastest sellers . . . put a representative selection 
in your window and watch the customers come in! 
Immediate delivery . . . order today! 


ENDICOTT. NY SEkouis me 
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of the aid that the X-ray Shoe Fitter machine renders in Getting 
More Shoes Built Right, with profit to the maker, the retailer, 
and the wearer. Leading shoe factories find it invaluable, but 
it is even more valuable in your men's, women's and children's 
departments for checking accurate fitting, or having the visible 
proof of the misfitting of other stores. 


No technical know! 
edge is required tu 
operate and it is 
absolutely shoc! 
and ray proof. ! 
brings your stor 
up-to-date! 





3535 NORTH PALMER 


(Incorporated ) 


MILWAUKEE, WISCONSIN 





OL 
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QUEEN QUALITY AND DOROTHY DODD 
SALESMEN ARE NOW PRESENTING 


THE NEW FALL LINES 


These lines for Fall and Winter are the most outstanding 
in style, quality and fit that we have ever presented to the 
trade. Outstanding also are the features embodied in our 
Queen Quality Arch Form welts and Dorothy Dodd 


Arch Conformer welts. 


Queen Quality and Dorothy Dodd Shoes are priced so 
that they will retail profitably at $6.50 and $7.50 for the 
Regular Grades—Arch Form and Arch Conformer welts 
at $7.50; DeLuxe and Hand Craft Grades, $8.75 up. 


Dtednt qiality shoes 


QUEEN QUALITY SHOE CO. DOROTHY DODD SHOE CO. 


Branch of International Shoe Co. Branch of International Shoe Co. 


1509 WASHINGTON AVE., ST. LOUIS, MO. 1509 WASHINGTON AVE., ST. LOUIS, MO. 


When writing advertisers please mention Boot and Shoe Recorder 








BOOT AND SHOE RECORDER, May 25, 1935 























=~ You CAN Buy ACCEPTANCE 


Florsheim has spent almost half a century making 
le _— shoes so good the public bought them in increasing 
quantities. During most of these years the country’s 


Tue Louita, W-192 leading periodicals have carried the story of Florsheim 
A white kid oxford, perforated 


for Summer comfort Shoes to people in all walks of life. Thus consumer 


acceptance was built. Today this acceptance applies to 
TO RETAIL AT Florsheim Shoes for Women—in a few short years we 
have become one of the leading makers of quality 
$ /5 women’s footwear. The acceptance by the public of 
Florsheim Shoes for Women can become an asset of 

MOST ' , 
STYLES your store. Write for our representative to call with 

his line of Fall and Winter Shoes—no obligations. 


FrorRSHEIM SHOES 


PO WOMEN 


THE FLORSHEIM SHOE COMPANY e¢ Manufacturers © CHICAGO 
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